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FLIT campaign 
now running 





FLIT Advertising reaches 





every neighborhood 


VERY hardware store in the country—no mat- 
ter where located—will feel the effect of strong, 
consistent Flit advertising. 


For Flit is again backed by the greatest advertising 
campaign throughout 1928 ever run on any house- 
hold insecticide. This advertising means sales. 

If you are not stocking Flit, you are losing business. You 
are passing up profitable volume sales. Millions of house- 
wives, everywhere, use Flit. It is the fastest selling house- 
hold insecticide on the market today—a real profit producer. 
Order now for spring delivery. 


STANCO DISTRIBUTORS, INC. 
26 Broadway, New York 








Vewspapers-Flit advertising is NOW 
running in a long list of newspapers— 
over 15,000,000 circulation. Features 
roaches and bed bugs in the spring 
months. Will continue every week 
until the big summer campaign starts. 


Saturday Evening Post—Smashing color 
pages will appear during insect season 
reaching 3.000.000 readers each in- 


sertion. 


Other Leading Magazines—Housewives 
everywhere will also see Flit advertised 
in color pages in Ladies’ Home Journal 
and 14 other leading magazines. 
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/| OES it hold all five? Or are you unconsciously handicapping yourself 
/ by playing the business game with three or four cards against your 
competitors’ five? ' 


Complete lines mean lowered buying costs, lower handling costs, usually 
lower investment in stock, and increased prestige and profit. 


Ake Drills for Instance: 


Are you building up the narrow profit margin by intelligent buying, or are 
you tackling competition with just one card? @D doesn’t make the only 
good twist drill, but G7’ does make the only full line of twist drills which 
can be combined with full lines of screw-plates, taps, dies, reamers and pipe 
tools, with consequent advantages to the wise buyer. 


This matter is sufficiently important to deserve your careful thought. 








GREENFIELD f TAP AND DIE 
CORPORATION 


GREENFIELD, | MASS., U.S.A. 


New York—15 Warren St. Chicago—13 So. Clinton St. 
Detroit—228 Congress St., West 
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SAVES PAINTING 


Eagle Soft Paste Pure White Lead 
comes broken-up to shop-lead 
consistency, thereby saving the 
painter's time. It is ready to be 


taken out on the job unopened and 
thinned as needed. 


Soft Paste, like our regular grind- 
ing, is Pure Old Dutch Process 
White Lead, only with more lin- 
seed oil ground in—15% instead 
of 8%. Sold in 100, 50,25,12%” & 
pound steel containers. 


Write for free folder contain- 
ing new mixing formulae for use 
with Soft Paste. The Eagle-Picher 
Lead Company, 134 North La Salle 
Street, Chicago. 


IN 


EAGLE Soft ‘Paste 
Tl - PURE WHITE LEAD 


OLD DUTCH PROCESS 
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Proved 


by experience 


THROUGH long years of experience with 
Eveready Columbia Dry Batteries, the public 
has come to recognize them for the good, 
longer-lasting dry batteries they are. Through 
an equally long period of reading Eveready 
Columbia advertising, the public has come to 
recognize it as friendly, helpful, believable. 
Because of the doubly satisfactory public 
experience with Eveready Columbias, deal- 
ers likewise have uhusually satisfactory 
experiences with these batteries. They are 
sold with a minimum of selling effort. They 
satisfy old customers, and win new ones. 
Order from your jobber. 


NATIONAL CARBON COMPANY, INC. 


New York Chicago San Francisco 
Atlanta UCC Kansas City 


Unit of Union Carbide and Carbon Corporation 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they sell faster 
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DISSTON DEALER FOR 44 YEARS 


We welcome Fred Platte, presi- 
dent of Platte Hardware Co., Spring- 
field, Mo., to membership in the 
Disston 25-Year Club. Mr. Platte 
has been selling Disston Saws since 
1884, and for years has handled no 
other make. 


LOW IN PRICE, BUT 
HIGH IN QUALITY 





Disston No. 105—Vineyard Pattern, 
nickel plated. 
No. 205—Same, black finish. 





Disston No. 104—California Pattern, 
nickel plated. 
No. 204—Same, black finish. 





Disston No. 103—Clinch ate nickel 
plated. 
No. 203—Same, black finish. 


When your customers see the 
name Disston on the handle of a 
pair of pruning shears, they know 
the QUALITY is there. 

When they see your price tags, 
they realize they are getting big 
value. 

For Disston Pruning Shears are 
real “Specials,” with good profits. 

Three patterns are all you need: 
Small investment, live stock, quick 
turn-over. 

Blade and hook of Disston steel. 
Light handles of pressed steel, 
knurled to prevent slipping. Blades 
and handles assembled with two 
nut-rivets and center bolt. Lively 
volute spring. 

Your regular jobber can supply 
Disston Pruning Shears, Hedge 
Shears, Grass Shears, Pruning Saws 
and other seasonable fast sellers. 


The new Disston Special Extra 
Slim Blunt Saw File—no taper—al- 
ready has made a tremendous hit 
with the mechanic and has brought 
quick, new profits to dealers. 

Now you can get files that are 
different—and better—sell faster— 
and with them, without a cent of 
cost to you: 

A handsome all-metal combina- 
tion display case and reserve-stock 
container, lithographed in rich col- 
ors, as illustrated. All you buy are 
six dozen files, in the fastest selling 
sizes: 

14 dozen...5-inch 3 dozen..6-inch 
2 dozen. 51-inch 14 dozen..7-inch 


costing you only a few dollars, and 








NewS vu DISSTON 


SPECIAL EXTRA-SLIM 
BLUNT SAW FILES 


AND THIS METAL DISPLAY CASE 
“FREE_TO SELL THEM FOR YOU 

























with them you get a handy, hand- 
some fixture that will speed up your 
sales for years! 
The files sell FAST and they re- 
peat, because of these features: 
1—Special cut, plenty of bite, cuts 
smoothly, and lasts. 
2—Extra-slim, so user can see just 
where and how file is cutting. 
3—Blunt, for a level, uniform 
stroke. No taper. Finds its 
» bearing against teeth more 
quickly. 
4—Made of Disston steel. Will 
outlast two ordinary files. 
Ask your jobber for Disston File 
Display Unit, .or write us for full 
information. 


poweee-- oem a ‘ ‘ -4 
' 


: Henry Disston & Sons, Inc., Dept. 1 } 
' Philadelphia, U. S. A. 
! Please send me, without obliga- ! 
‘tion, information on your new file } 
‘unit containing six dozen assorted } 
: files and free display stand and ; 


: stock container. ; 








Name 
| Bee 
. & No. 
The display a 
holds one file of ' 
each size on the ' City & State 


front. The balance of 
| the stock is held in the rear of display. : 
Saves your time! Speeds your sales! nn sige sedebesnisanasagnecsanssscnnacnat 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,”” PHILADELPHIA, U.S. A. 
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The greatest 


free razor deal 


One million improved new Valet AutoStrop Razors 


ever offered! 





to be given away in 30 days 


We are introducing a new Valet AutoStrop Razor 
which embodies all the improvements which are 
the result of 21 years of research and experiment. 
It’s a great razor. Millions of men will want it but 
only the first million can get it FREE. 

We pay the bill and in addition put behind it a big, 
smashing advertising campaign—pages in the big 
magazines, The Saturday Evening Post, Liberty, 
Literary Digest, Collier’s, American Weekly. 

The million FREE razors will be enough to supply 
but 2% of the male population of the United States. 
An equal division means only 2% of your customers. 
You must act quickly to get your share. Read care- 
fully all the broadsides, lettérs and circulars sent to 
you about the MILLION DOLLAR DEAL. Ask our 
salesman—ask your jobber’s salesman—talk about 
it to your customers. 

Posters, window streamers and counter cards will 
come to you with your first shipment. 


DISPLAY THEM 


They are the connecting links which will join your 
store to a big-volume of business. 

Order your supply today! Don’t be caught short 
when the campaign breaks. 


The NEW VALET 
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Here is the deal-- 


The 
MILLION DOLLAR 
PACKAGE CONTAINS 





1 RAZOR Consumer’s Price 


1 STROP 
00 


10 BLADES S$ I 
Regular Packing Compl et e 








2 Packages of 5 


HERE IS THE PLAN— 


You pay for the blades only at regular dealer prices. 
You sell the package (containing razor, strop and 
ten blades) for the price of the blades . . $1.00 


As you pay nothing for the razor and strop, you 
charge nothing for them. 


They are FREE to you. 


They are FREE to your customers. 


AutoStrop Safety Razor Company, Inc., 656 First Ave., New York, N. Y. 


Auto‘Strop RAZOR 


REG.U.S. PAT. OFF. 
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MIRRO 








The 
VAPO-SEAL 





THE HEAVY COVER. 
FITS THE GROOVE. 
AND KEEPS THE VAPOR In 


\lumimum 











“SELL BETTER 





Mirro advertising is 
featuring this Dutch 
oven in full color in 
Ladies’ Home Journal, 
April, and Good 
Housekeeping, May: 
alsoin black and white 
in Delineator, April, 
and Woman's Home 
Companion, May. 





De luxe Mirro. . : super-thick! 


This Dutch oven is one of the fine new Mirro utensils 
which dealers have been waiting for. It is of the Vapo- 
Seal type, scientifically designed for healthful cooking 
without water or with a minimum of water added. It 
is made of massively heavy aluminum, has a massive 
cover, and is of super-quality through and through— 
yet it may be retailed at the low price of $3.95. 
There are other new Mirro utensils in the Vapo-Seal 
construction — covered pans in three sizes, a covered 
skillet, and a Mirro cooker with an inyproved clampless 





cover. We believe this is the finest-looking and the 
finest cooking ware on the market. 

These utensils are being advertised in full color in 
leading women’s magazines. They are being marked 
with the seal pictured below, a striking design in orange 
and red—evidence that their cooking ability has been 
proved by the Mirro Test Kitchen. Ask the Mirro sales- 
man about these new utensils. They will sell for you. 
ALuMINUM Goops MANUFACTURING COMPANY 

Manitowoc, Wisconsin 


ALUMINUM” 
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The Johnson Hardware Company, Boone, Iowa is “Duluth” equipped 


Merchandising or Just Fixtures 


The picture above is that of a store located 
in an average sized town with as near average 
conditions as you would find most any place. 


Last September the owners of this store 
decided it was time to find out why they were 
not getting the busiess they felt was theirs. 


After calling in the Duluth man the loca- 
tion of the office was changed, two stairways 
were moved and complete modern equipment 
especially designed to meet the requirements 
of this store was installed. 


The result has been more than was antici- 
pated and every day is producing a more prof- 
itable condition in this business. 


In buying “Duluth” you buy more than 
just fixtures. You buy the combined experi- 
ence of the largest force of trained merchan- 
disers in the hardware field. You buy for your 
store a larger and more profitable volume of 
business. You buy a larger bank account for 
yourself. 


Business Analysis 


Delay is the most costly item in business 
today. Don’t wait longer. Write for bulletin 
Number 16 today and find out what Duluth 
proven methods can do for you. 











No. 516—“Duluth” Display Table complete with 


glass divfSions dividing the top into forty-seven | 
compartments. Length seven feet. Finished in 
medium oak or mahogany color. 49.75 
NO he Oi Oi PRT scans cd ccecacsevivonsaatectscosbvorate = 











Store Planning 


DULUTH SHOW CASE CO. DULUTH, MINN. 


Installation Sampling 
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No. 3223 





No. 3324 No. 326 


You may not be able to pick out 
the auto padlock customers but 
this YALE Display Hanger will 


Description of Padlocks 
Illustrated Above 


No. 223—Case, iron, bower-barffed 
finish, brass plated panels, 142 inch 
size, brass plated steel shackle, two 
steel keys. 

Suggested retail price $.50 each 


No. 3223—same as No. 223 but with 
1% inch shackle clearance. 
Suggested retail price $.60 each 


No. 225—Case, iron, bower-barffed 
finish, brass plated panels, 2 inch 
size, brass plated steel shackle, two 
steel keys. 

Suggested retail price $.65 each 


No. 324-Hermetic Padlock—Case, 
iron, bower-barffed finished, copper 
plated steel discs, 134 inch size, 
copper plated steel shackle, two 
nickel plated steel keys. 

Suggested retail price $.65 each 

No. 3324—Hermetic Padlock - Same 
as No. 324 but with 1% inch shackle 
clearance. 

Suggested retail price $.70 each 


No. 326—Hermetic Padlock—Case: 
iron, bower-barffed finish, copper 
plated steel discs, 214 inch size, 
copper plated steel shackle, two 
nickel plated steel keys. 

Suggested retail price $.80 each 





Padiocks,. Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet Locks, 


This display hanger will automat- 
ically select and sell auto-owners. 


If the customer is a motorist, this display 
will attract him instantly. He will appreciate - 
its range of sizes—its bright, business-like 
array of merchandise. Made of heavy-gauge 
metal— measures 4 by 16 inches—litho- 
graphed in 2 colors, gray background 
and blue border in pleasing contrast to the 
attractive Yale padlocks suspended from it. 


Ask for YALE No. H200A 


This assortment consists of two each of the 
six numbers described here—six mounted 
on display panel and balance furnished 
as stock. Each padlock has attached to it 
a price tag carrying list number and sug- 
gested retail price. 


The Yale & Towne Mfg. Co., Stamford, Conn., U. S. A. 


Canadian Branch at St. Catharines, Ont. 


YALE MARKED IS YALE MADE 


Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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POULTRY io deg 


Galvanized Before and Galvanized After Weaving? 
SALAASAS A 


Windows 
i» Doors and 
= Porches 


REGULAR 
GRADE (12x 
13 mesh) and 
14, 16, 18, 20, 


Mesh only) 


GALVANIZED STEEL WIRE CLOTH 
IncAll Grades 


<Geee==Lo0k for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. hicago 
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MYERS STAD 


FLEXIBLE e COVERED 


DOOR HANGER 


WITH HARD STEEL ROLLER BEARINGS 


Myers O. K. Door Hangers—the pioneer Stayon-the-track 
Hangers—are a seasoned success. They occupy the unique posi- 
tion of being the oldest as well as the most popular Stayon Hanger 
ever placed on the market. 


For over twenty years they have been the best sellers with deal- 
ers and supply houses... They still maintain their place as leaders 
with thousands of sets and mile after mile of Stayon Track to corre- 
spond being sold and installed annually. 


Their reputation for better sliding door service on barns, sheds, 
garages and storages of all kinds has a background of satisfied 
users that is a national:sales stimulator for new business. 


This is the story of Myers O. K. Stayon Door 

Hangers and Myers O. K. Stayon Track—a story 

i a that has been years in the making—but one that 
.——_—— can be told in a few words—a story that carries 
with it a message of more door hanger business 

for dealers and supply houses selling this grade 


of merchandise. 


Building time is just ahead. We'll be glad to 
mail catalog, send complete information and 
quote prices on this and the other styles of 
Myers Stayon and Tubular Hangers for 
sliding doors on any ‘building. Write- 
or wire. 


12 





O.K. STEEL TRACK 
MADE IN 4,6, 8 AND IOFT. LENGTHS 





THEF.E.MYERS & BRO. CO. 


ASHLAND, OHIO. 


MANUFACTURERS OF 


MYERS PUMPS-HAY TOOLS-DOOR HANGERS 
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Made From 
Full Gauge 
Open Hearth Steel Ee: 

















Practically all modern homes are screened when built or rebuilt. The 
screening of homes once considered a luxury is now considered a 


necessity. 


Most people used to figure that the cheaper painted brands were good 
enough. Now home owners see the economy in using the best and 
avoiding continual expense in repainting, repairing and renewals. 


One of the most durable and satisfactory brands of Screen Wire 
Cloth is GRAY-WICK which is made in its entirety by us from 
Open Hearth Steel produced in our own furnaces. The wire is 
drawn in our own mills, Every process in the manufacture of 


GRA Y-WICK 


is under our expert supervision. 


Only full gauge wire is used both lengthwise and crosswise. Wher- 
ever sold and used it has given unfailing satisfaction. That is why 
customers buy the same brand when they require more wire cloth. 


GRAY-WICK is also attractive—its soft pleasing Gray color wins 
-customers instantly. When unrolled it lies smooth and flat making 
it easy to cut and apply. It carries an extra heavy electro zinc coat- 
ing and is enamelled with a high grade transparent varnish which 
adds years to its life. You cannot sell a better steel wire cloth. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 


Your jobber will supply you 








Gray-Wick 
. may cost 
a little 
more, 
but— 

It is 
worth 
it. 


14 Mesh, No. 33 gauge each way 


seesgaeretrrts 
: $4 % 12 Mesh, No. 33 gauge each way 


16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 
18 Mesh, No. 34 gauge each way 
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There’s a Ready Market 


waiting for you 


Quick sales . . . rapid turnover . .. that’s what 


you enjoy when you deal in 


Allen’s Sole Strips 


Made from selected packer hides and tanned 
especially for shoe repairing, they insure a neat 
job and will give long wear. 


Your customers know these facts. They ask 
for Allen’s Strips by name. For generations 
the name Allen has stood for first quality. 


This long-established reputation has built 
up a large market for Allen’s Sole Strips—the 
biggest seller of them all. Break into this profit- 
able market now—stock Allen’s Sole Strips. 


THE UNITED STATES LEATHER COMPANY 
New York Boston Chicago Cincinnati _— St. Louis Richmond 


Selling Agents: 
McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 





NOTHING TAKES THE PLACE OF LEATHER 
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cAnd No Wonder Junior Wants It! 
Miss America, 


the “Flagship” of all toy boats, is built of 
enuine mahogany and fitted with bright 
ass spray-hood, capstan, prage ler 
wheel, steering wheel and rudder. Driven 
about 100 feet by a powerful motor. 
Guaranteed non-sinkable. 14% inches 
long. Packed in separate container. 
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‘EVERY DAY IN THE YEAR THERE ARE CALLS FOR THESE ARTICLES 


‘| wanta 
speed boat 


15 











Wouldn’t He 
Like a Motor Yacht, too? 


Of course! Ifitis built on the lines of a 
real, high-class yacht with cabin fore and 
canopy aft, and many other interesting 
features. Will run about 250 feet on one 
winding. Each packed in individual con- 
tainer. 26 inches long. 











for Junior 














And a Table Set for. Mary 


In the nursery or under the trees Mary will 
love playing hostess at this beautiful little 
hardwood table with drop leaves. Built 
with every feature for strength and dura- 
bility.. Bow-back chairs. Ivory or pink 
washable enamel with blue decorations. 





cA Rock -A-Tot for Baby 


Ic cannot tip over! Seat remains level at 
all times and can be adjusted to fit size of 
child. Rooster or rabbit heads. Made 
in blue and white enamel. 


MENGE 


JUST 


YES MA’AM, WE HAVE IT 


T’S time now to send the children 
out of doors to play all day long in 
the sunshine. Every day there will be 
demands for new playground equip- 
ment —for the playthings that build 
sturdy little bodies and that fill the 
days with happy hours. 

Mengel playthings are designed with 
the double purpose of contributing to 
the health and the happiness of child- 
ren. All ingenuity has been exercised 
to build the finest toys ever offered to 
boys and girls. Parents appreciate 
their durability and safety. 

Dealers should send in their orders 
now for these playthings that have an 
all-year appeal and sale. The new cata- 
log of Mengel Playthings will be sent 
upon request. 


THE MENGEL CO., Incorporated 
Manufacturers 
Louisville, Kentucky 


FOR 





Buy things 





cA Slide for Them All 


Just as soon as Junior goes over the top 
and down, Mary and all the others are 
rushing after. Slide of best grade Rock 
Maple. Strongly braced with solid Oak 
cleats. Reinforced with metal. 





eA See-Saw-Sircle for the Twins 


A mefry-go-round and a see-saw all in 
one! Top board can be adjusted to ac- 
commodate any difference in weights or 
— of children. Practically indestruc- 
tible. 
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Let Your 
Customers Know 
You Carry 

The Complete 
Coldwell Line 











Coldwell Dependable Hand Mowers 


Above: Coldwell Imperial Roller Bearing. Has brand NEW features 
which make it the most up-to-date machine and the biggest value on 
the market. Timken Tapered Roller Bearings. Cutter blades tem- 
bered in oil. Blades stay sharp. 


HE lawn mower season is on. The opportunity is ripe. Are you using the Coldwell Win- 
dow Display, Coldwell booklets and other sales literature? Mention Coldwell to your 
customers. Tie up with our big National advertising to the best possible advantage. You'll 
be delighted with the number of sales you'll stir up. And the complete Coldwell Line enables 


you to meet the mower requirements of every lawn owner in your community. 


If you are not already provided with Coldwell Selling Helps send for them NOW 
Progressive merchants are invited to write for the Coldwell proposition 





HAND GASOLINE 


HORSE LD ELL reps cat 


DEPENDABLE LAWN MOWERS 


COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 





os 











Coldwell Model “L” Motor Lawn 
Mower 


Coldwell Model “L” motor lawn mower and roller 
with gang units attached. One man with this 
machine can mow and roll 10 acres a day om one 
gallon of gasoline. 




















Now, at a NEW Low Price 


Coldwell Electric Lawn Mower—a proven suc- 
cess. Plugs in on any electric outlet. As easy 
to run as a vacuum cleaner, therefore as 
popular with women as with men. 
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Theyre all Prospects for 
KLEINS 












Every workman who 











enters your store is a 
prospect for Klein Pliers. 

They all know Kleins and 
Klein quality. With the Klein 
display board on your counter, the 
pliers speak for themselves. 


Kleins — nationally 

known—are now ° ° ° 

nationally advertised. If you are not pushing Klein Pliers, you are 

The big campaign ° 

which is ae I ‘3s ° f ° 1 
w 

throughout the overioo ing an opportunity or increased saies 

countr wi 

Klein Pliers and Klein Pliers mean a margin of profit that 

for you. Put this 


compoig ty the ~can well be yours. Your jobber handles Klein 


bac 
Pliers, the standard since 1857. Be sure your 


tools you sell. 


stocks are in shape for business this spring. 


Mathias | & Sons 
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Sold easily! 


_ Here’s a new Mitre Box with a brand new feature. Point 

%) out this “take down” feature show how easily it can 

“ be carried from job to job—just like a suit case—or packed 
initio 4 tool box. 


Taken down in less than five minutes 


' Nothing, however, has been sacrificed to gain portability. 
Faces of Iron Frame are machined at right angles to each 
other. Saw carriage is heavy and rigid, swinging freely 
from 45° to 90°, left or right. It locks automatically at the 
most used angles and has a compression lock for inter- 
mediate angles. 


A lock for every angie 


The high grade saw runs in long steel guides. Has Spring 
Catches to hold saw when elevated ahd Gauges to regulate 
depth of cut. 


High Grade Saw—High Grade Performance 


In other words, this is a ‘‘cracker jack” box—Goodell-Pratt 
through and through—which you can sell at a moderate 
price. Write us for detailed specifications, or, better yet, 
send in your order today for these boxes. 


Moderate Price—High Quality 


List Prices 
No. 1100, without saw, each........... $12.00 
No. 1118, with 18 in.x 4in.saw,each 16.00 
124, with 24 in.x 4in.saw,each 17.00 

















| ane PRATT COMPANY -X%. limilh, GREENFIELD. MAS 
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Frederick MacMonnies’ 
‘Nathan Hale’’ 

City Hall Park, 

New York City 








LEADERSHIP 


is not static, it shows an ever-increasing 
margin of gain over the field . . . for example: 
in dollars-and-cents volume, the INCREASE in 
Hoover sales for 1927 over the preceding year 
was nearly THREE TIMES that of the next larg- 
est producer of electric cleaners. And every 
sale was a dealer sale. 
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CLYDE JENNINGS, Editor 





Are You Selling Satisfaction? 


happy with the purchase. Are you accom- 
plishing that objective in your sales of elec- 
trical appliances? Are you selling satisfaction? 

Satisfaction means many things: That the buyer 
accomplishes as much with the appliance as expected; 
that maintenance is not as 
much trouble or expense as 
anticipated; that the wear- 
ing quality meets promises 
and guarantees are cheer- 
fully met; that cost for cur- 
rent is not excessive. 

All of this means that the 
sales talk has been truthful 
and intelligent. Promise 
only what your appliance 
will do. Demonstrations 
are as important to avoid 
over selling as to convince 
the prospect what can be 
done. There are limitations 
to what any appliance will 
do for the owner. Do not promise more. 

While making the sale think of the woman who 
expects to take her clothes to the basement on Mon- 
day morning, put a little water into a machine, stuff 
in the garments and go up stairs and come down a 
few minutes later and find the clothes washed and 
ironed. 

The marvelous performance of the incandescent 
lamp has led many people to expect too much of other 
electrical equipment. All appliances must be sold 


Electrical Goods Section 


(z= sales are those which leave the buyer 

















with limitations. The accomplishments are wonder- 
ful—even if told truthfully. 

Representing the low cost of operation of appli- 
ances is a frequent mistake. The sales person may 
tell the truth, but the user is not efficient. She does 
not count the hours of service and the salesman failed 
to tell her that while the 
electricity bill is going up, 
the gas bill is going down. 
She notes a bigger electric 
bill but fails to balance it 
with the smaller gas bill. 

Only truthful and intelli- 
, gent selling can make sat- 
| isfied customers. Intelli- 
gent ‘selling requires a 
knowledge of the article 
you are selling. Do you 
know your appliances? 

After all, the appliance is 
useful only as it does some- 
thing for the owner better 
or with less human energy 
than the older and more familiar method. 

Housekeeping has changed little since the very 
earliest days and the manner of doing work has been 
handed down to women for generations. Electric appli- 
ances are really the first radical change and it is really 
no wonder that the housekeepers of the world have been 
slow to accept them and slow to believe that the meth- 
ods that survived so many generations can be im- 
proved by a piece of equipment. If you succeed, you 
must sell satisfaction. 
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This show window on a main thoroughfare is brightly lighted to catch attention of theater goers 


Detroit Utility Aids All Merchants 


Exhibit and demonstration of appliances 1s maintained, but none 1s sold 


ETROIT women are develop- 
Dx a habit of walking into 

hardware and department 
stores, pointing out an electrical ap- 
pliance, and saying definitely: “I’ll 
take that,” without so much as even 
a superficial examination of the de- 
vice. 

There is a reason for this, of 
course. The principal reason is that 
they have already examined the ap- 
pliance before they entered the 
store and compared it with others. 

Behind this reason is another, 
which is that there is in Detroit a 
permanent cooperative exhibit of 
electrical appliances, maintained on 
the ground floor of the new Michi- 
gan Theater Building by the Elec- 
trical Extension Bureau of Detroit, 
the Detroit Edison Co., and a group 
of electrical appliance manufac- 
turers. 

Here anyone interested may ex- 
amine and demonstrate for herself 
several leading makes of appliances 
of each kind, may ask questions to 
her heart’s content, and then may 
walk out without so much as indi- 
cating whether or not she expects to 
buy. 

Two courteous . attendants are 
there to assist the visitor and to 
answer questions, but they have 
nothing whatever to sell and they 
are not especially interested in any 
one manufacturer’s product. 


Here, too, classes are held twice 
a week, at which time lessons are 
given in refrigeration, electric cook- 
ery, lamp-shade making, laundry, 
home budgeting, interior decoration, 
lighting, and related subjects free 
of charge. Even the materials used 
are furnished to the pupils and the 
finished product usually is either 
consumed or may be taken home by 
them. 

The “Electrical Exhibits, Inc.,” 
was opened Dec. 15, 1926, and occu- 


@ 

A WOMAN attracted by the window 

display entered the exhibit room to 
ask questions and remained to hear a 
lecture on electrical refrigeration and to 
partake of the ice served. She also 
heard about a lamp shade class the next 
day and returned then. 

On the second day materials were 
supplied and she made her shade. As 
an added attraction, an _ electrically 
cooked lunch was served. Then she 
went to the desk to turn in her shade 
and was informed that it was hers. She 
turned to the next woman and ex- 
claimed: 

“Some one pinch me! I can’t believe 
it is true. I wander in here to look 
around and am served with ice cream 
and invited back. I accept the invita- 
tion and am served a free lunch and 
given a lamp shade. It just can’t be 


true.” 
® 


pies a ground floor store about 75 
by 50 feet, with two large display 
windows. The room and windows 
are brilliantly lighted at night and 
are seen by the thousands who visit 
the Michigan Theater next door, the 
largest and finest “movie palace” in 
the city. 

Household appliances of practi- 
cally all kinds, such as washers, 
ironers, heaters, sweepers, refriger- 
ators, ranges, sewing machines, 
cookers, and table appliances are on 
display and are connected for actual 
operation. 

Clothing is provided for those who 
wish to demonstrate a washer or 
ironer, and special demonstrations 
of the cookery and refrigeration ap- 
pliances are given at the classes 
already mentioned. Manufacturers’ 
representatives have also staged 
window demonstrations from time to 
time and it is expected that they 
will do even more of this hereafter. 

The conception of the idea of such 
an exhibit is credited to Miss Sarah 
M. Sheridan, vice-president and 
sales manager of the Detroit Edison 
Co., and it has been carried out 
under her direction. Her company 
equipped the display room at con- 
siderable cost and bears one-half the 
operating expense, the other half of 
which is divided among the manu- 
facturers. 


Miss Sheridan’s idea, in turn, 
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probably was suggested by the ex- 


hibit which has been maintained in 
Cleveland for several years, but she 
improved on this by locating the 
Detroit display on a ground floor. 
The Cleveland display is on the 
fourteenth floor of the Statler Hotel. 

With the exception of refriger- 
ators and table appliances, each 
manufacturer exhibits only one 
model at the Detroit exhibit. The 
refrigerator manufacturers are al- 
lowed to exhibit two each, and the 
table appliance manufacturers each 
have a table on which to display as 
many appliances as can be shown. 
Manufacturers may change their 
lines at will, and those in charge of 
the exhibit shift the appliances 
around at frequent intervals so that 
each exhibitor will get his share of 
the best display space, wherever 
that is. 

“The primary purpose of the ex- 
hibit,” as explained by Miss Sheri- 
dan, “is to provide a display of all 
leading electrical appliances in one 
place, where women can compare 
their relative merits, operate them 
if they wish, ask questions, and walk 
out without being asked to buy or 
even to give an excuse for not buy- 
ing. As a matter of fact, they can’t 
buy in the display room ‘if they wish 
to do so. 
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@ 
ae the lecture on electric cook- 
ers and the eating of the meal pre- 
pared, a woman joined the crowd 
around the demonstrator. She asked: 

“Really now, can I put my dinner in 
a cooker, go shopping and find the din- 
ner properly cooked when I get home?” 

Before the demonstrator could an- 
swer, another woman spoke up: 

“I have a cooker and it is doing that 
right now. I am here to learn new 
recipes.” 

“Where can I buy one?” asked the 
woman who spoke first. 


@ 


“The lectures and demonstrations 
which we give twice a week serve 
the double purpose of bringing a 
large number of women to the ex- 
hibit and of encouraging the 
greater use of electrical appliances of 
all kinds. 

“So far as we know, everyone 
concerned is well pleased with the 
plan. Certainly we have had no 
complaints, anyway. When we un- 
dertook the plan, the manufacturers 
told us if it proved as successful as 
the exhibit in Cleveland, they would 
be satisfied. It is not for us to say 
how successful any other exhibit has 
been, but certainly we have several 
things in our favor that should 


The well lighted, spacious showroom readily accommodates large demonstration classes 





make ours the most successful ex- 
hibit of the kind.” 

Visitors are brought in by the 
splendid location of the exhibit, 
by the free lectures and courses, by 
broadcast announcements, and by 
some paid publicity which was used 
early in the year to acquaint the pub- 
lic with the existence of the exhibit. 

An advertising budget of $12,000 
for the first year was appropriated. 
Some of this was spent for news- 
paper publicity but this was discon- 
tinued after the exhibit became 
generally known. Then, for a time, 
invitations were sent out to select 
lists of women to attend the various 
classes, but this, too, has been dis- 
continued, as it is no longer con- 
sidered necessary. 

A local newspaper that operates a 
radio broadcasting station has co- 
operated splendidly from the first by 
broadcasting announcements of the 
classes and giving the recipes as 
suggestions in its “Today’s Dinner” 
radio feature. 

Attendance at the classes is said 
to average better than 50 and some- 
times is so great as to be inconven- 
ient to handle. Considerable material 
is used in the class demonstrations, 
particularly in those of cookery, re- 
frigeration, and how-to-make things, 

(Continued on page 49) 
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Keeping Up With the Customers 


ECENTLY a man of our 
R ccassintance was invited to 

dine at a friend’s home. On 
the way to this home late in the 
evening, he met his friend’s wife. 
Instantly he thought of a late dinner 
and that he would miss a later en- 
gagement. 

But no, the dinner was on the 
table within a few minutes after he 
reached the home. It included hot 
roast meat, well steamed vegetables 
and a hot pudding — everything 
freshly cooked. He expressed his 
wonderment, so the friend’s wife ex- 
plained. 

An acquaintance had asked her to 
go to a matinee, so she put her din- 
ner in the range at noon, set the 
automatic regulators and went to the 
matinee, confident that her dinner 
would be well cooked and hot when 
she returned. 

A few days ago the Electrical 
League of Milwaukee had a booth in 
the Home Show given in that city. 
On Wednesday many business paper 
and newspaper representatives were 
invited to assemble at noon and 
watch the preparation of a dinner 
which was placed in an electric range 
and securely locked and the regula- 
tors set. The range and accessories 
were placed on a raised platform 
and everything was done with the 
air of a magician’s exhibition—and 
indeed it seemed to be more wonder- 
ful to many of the _ observers 
assembled. 

The guests who watched the prep- 
aration of the dinner at noon, went 
went their several ways and re- 
assembled at 6 p. m. and watched 
the unlocking of the range and par- 
took of an excellent, steaming hot 
dinner that had not been touched or 
observed over a period of six hours. 

The next day a representative of 
THE ELECTRICAL GOODS SECTION 
canvassed fifteen or more hardware 
dealers in Milwaukee to see what 
they thought about the Home Show 
and the electrical cooking magician 
performance. None was interested. 
Few thought of the Home Show as 
anything in their line at all. None 
knew how much merchandise in their 
line was in the show. 

It is customers of these stores who 





Electrical Booth in Milwaukee Home Show in which a dinner was 
cooked automatically 


compose the spectators at exhibi- 
tions and demonstrations of new 
cooking appliances and for new 
hardware, screens, radiator covers 
and merchandise of similar sorts 
that are being introduced into the 
market. 

At the Milwaukee dinner Walter 
Kohler, president of the Kohler Mfg. 
Co., was a speaker. He discussed 
briefly the national program of home 
rehabilitation which is now under 
way. He referred to the great 
market existing in the 27,000,000 
homes of this country, tens of thou- 
sands of which are without plumb- 
ing or electrical equipment or appli- 
ances. “The American home,” he 
said, “is not overbuilt, it is under- 
built when we consider the standard 
of living thought proper for the 
American people.” 

Mr. Kohler outlined a plan to form 
local groups in each community to 
modernize the homes and quoted 
from a survey taken by women’s 
clubs throughout the country as 
showing the great need for labor 
saving devices in the average home. 
He said there were at least 50 elec- 
trical appliances designed to lighten 
the work of the housewife and that 
there should be a fair representation 
of these devices in every home. 

The need for labor saving devices 
becomes greater as the scarcity of 
domestic help becomes more acute. 
The interest of Milwaukee women 


in better and more beautiful homes 
is shown by the large attendance at 
the Home Show. Electrical Day 
brought in the banner crowd of the 
week, 14,029 visitors. 

Shortly after the Milwaukee Home 
Show there was held in New York 
the Second Annual Appliance Confer- 
ence of the Home Service Bureau of 
the Metropolitan Section of the Na- 
tional Electric Light Association. 
Women concerned in the extension 
of the use of electricity, those who 
sell appliances and others interested 
in better homes were present. 

One of the demonstrations was 
that of cooking a meal complete in 
an oven without opening the oven 
doors after the food had been placed 
there. The demonstration was sim- 
ilar to that in Milwaukee and is 
mentioned to show that such demon- 
strations are not isolated. 

The New York demonstration also 
included the cooking of a meal in a 
small electric cooker of the fireless 
cooker type. 

These are things that the women 
of the country are seeing and which 
will become familiar to a large num- 
ber of them in the near future. 
Those women who now have electric 
cooking equipment are doing these 
things daily in their homes and are 
telling other women about them. The 
merchant who is not familiar with 
them is not “keeping up with his cus- 
tomers.” 
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Substantial oscilla- 
ting mechanism... 
Gears are fully en- 
closed and packed in 
graphite grease. 











Century 12-in. 3-speed 
Portable Oscillating 
Fan A.C. and D.C. 


Construction 


Assures Lifetime Service 


Every buyer of a Century 12-in. 3-speed Portable Os- 
cillating Fan becomes a satisfied customer—because 
Century fan CONSTRUCTION assures lifetime service... 
Bearings are made of phosphor bronze, the highest 
grade bearing materialobtainable.Figure-Soil grooves 
cut on the inside bearing surface assure positive lub- 
rication..... Substantial oscillating gears are fully en- 
closed and packed in graphite grease ... The motor 
is fully enclosed, excluding dust, dirt and moisture 
from its vital parts .... Blades are of solid brass— 
non-rusting, easily cleaned....Pressed steel fan stands 
are light, durable and substantial.” 7 In addition, they 
are CONVENIENT to handle and control—and 

rovide COMFORT because they move an unusually 
arge volume of air. 


Century Fans Build Business 
The Century Fan Line Includes 


Stationary 9-inch Portable, 1-speed switch in base, for A.C. 

Oscillating 9-inch Portable, 1-speed switch in base, for A. C. 

Oscillating 9,12, and 16-inch Portable, 3-speed switchinbaseforA.C.andD.C. 
Ceiling 60-inch sweep, 3-speed for A. C. and D. C. 

Ventilating 16-inch, 3-speed, for A. C. and D. C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


Century Fans are built by the Manufacturers of the famous Century Motors 
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33 Stock Points in the United States and More Than 50 Outside Thereof 
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World’s Lowest-Priced Quality Washing Machine 


Sensational leader of the great 1928 Thor Line of Washing 
Machines for all home and industrial needs, Thor Ironing 


& 
Machines, Thor Vacuum Cleaners, Hurley Soap a 


MANUFACTURERS OF THOR CYLINDER WASHERS, THOR ELECTRIC AND GAS IRONERS, 
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_ the Sales Sensation 
of the Washing Mach 





@ 


Industry 


New 





HREE months ago we predicted the New Thor 

Agitator would make washing machine history. 
Today—only 90 odd days after the announcement of 
this sensational washer—the great plants of the Hurley 
Machine Company are running day and night to fill 
the orders that continue to pour in from every section 
of the country. 

Overnight —a wave of enthusiasm has swept the 
Thor dealer organization—surpassing anything in our 
21 years’ experience. Scores of new dealers have 
already allied themselves with Thor to reap, from the 
start, the harvest of Thor profits — the prediction of 
just three months ago—the reality of today. 


The public sees— 
The public buys 
This is the word that 
comes to us from Thor 

dealers everywhere. 

“Greatest washing 
machine value in his- 
tory,” says L. R. Greusel, 
Mgr. Central Electric 
Co., Battle Creek, Mich. 
“Sells on sight.” 





AGITATOR 


Wins Sweeping Nation-Wide Success 


“Sells with least sales effort of any washing machine 
we ever saw,” says E. O. Thomas, Pres. Thor Pacific 
Co., Los Angeles, Cal. 

“There isn’t a price plan in the business to touch it,” 
says C. H. Helmar, Mgr. J. J. Jones Elect. Co., Mil- 
waukee, Wis. 

“Has stimulated the entire Thor line to greater 
action,” says H. F. Hartman, Pres. Hartman Elect. 
Constr. Co., Scranton, Pa. 

These expressions, picked at random from the 
hundreds we have received by wire and mail, show 
the enthusiasm the New Thor Agitator has kindled 
throughout the organization. 


Thor invites you to join in these 
profits today! 


This is not a promise of success for the distant future. 
It is here—today. Right in your community, hundreds 
of women are looking for a washer of Thor quality— 
at the amazing low price of the New Thor Agitator. 
Thor invites you to participate in this nation-wide 
success — to share in these immediate and future 
profits, Phone, wire or write us today for full details 
of your part in Thor’s industry-leading 1928 plan. 
Go forward with Thor in 1928, 


HURLEY MACHINE COMPANY 
22nd Street and 54th Avenue, Chicago, Illinois 
New York Chicago San Francisco Toronto London, England 


Products distributed throughout the world by the 
International General Electric Organization 


THOR VACUUM CLEANERS AND HURLEY COMMERCIAL LAUNDRY EQUIPMENT 
Electrical Goods Section 
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These Men Will 
Help You Sell 
Radio This Spring 


Everybody in Your Community Will Want 
to Listen In on Both National Conventions 








Herbert C. Hoover 


EMEMBER four 
R years ago when the 
Democratic National 
convention droned on and on 
for days and became the 
popular joke of the season, 
but everybody wanted to 
know what was going on. 
The Republican convention 
was shorter but, just the 
same, the people were in- 
terested. People like to hear 
“keynote” speeches, at least 
a good many of them do. 
Also they like to know how 
this mysterious thing like a 





Charles G. Dawes Albert E. Ritchie 


James A. Reed 


RESENT indications 
p= for a considerable 

contest in each of the 
conventions. Much interest 
is shown now but think how 
much more intense this in- 
terest will become as the 
time for balloting grows 
nearer. 

It is not a bit too early to 
begin to suggest to your cus- 
tomers that the time is com- 
ing for the nomination of 
the presidential candidates 
and that they can practically 
attend these conventions 











national convention is car- with all of the comforts of : 
ried on. home if they provide a good 4 

Most people in your neigh- receiver. i 
borhood would like to attend Four years ago thousands ; 
one and the next best thing of people stood outside radio 5 
is to listen in. These two stores to listen to the broad- 7 
conventions offer an excel- cast reports. They were un- « 
lent opportunity to make *. comfortable and the large # 


some out of season radio 
sales. 





Charles Curtis Frank O. Lowden 


ANY of the set owners of your community 
M will thank you for calling their attention to 

the need of accessories and equipment for 
their radio sets so that they may be prepared for the 
conventions. Advertise that you have “National 
Convention Specials” in loud speakers, batteries, 
tubes, eliminators—make a strong point of these as 
they will last through a four week’s deadlock—tubes 
and what not that will insure good reception during 
the peak radio interest of all time. The national 
conventions will excel a 11 “hours” in widespread 
interest. 





Thomas -J. Walsh 


crowd interfered with hear- 
ing. Play up the home com- 
forts and news. 





Alfred E. Smith 





CANE Nest, eas 


& 








HARDWARE AGE for APRIL 26, 1928 


Phantom melody of the air is magic realism to your ear as 
you listen to the new UTAH SPEAKER. Full, rich, harmoni- 


ous, the tones come in with mystic fidelity to original values. 


The new, complete line covers all designs—prices ranging from $10 to $100 


UTAH RADIO PRODUCTS COMPANY, 1615 South Michigan Ave., Chicago 
Electrical Goods Section 
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COPYRIGHT 1926 


HIS ILLUSTRATION, in various 

forms as indicated here, will 
appear in all advertising published 
by the Domestic Electric Refriger- 
ator Corporation to warn the pub- 
lic against keeping perishable foods 
in temperatures above 50° F. 


And to help distributors and retail- 


ers sell the remarkable new Allison © 


Electric Refrigerator, which keeps 
foods always below 50°—always 
well below the Danger Zone. 


All Allison advertising will be 
copyrighted. 


DOMESTIC ELECTRIC REFRIGERATOR 
CORPORATION 
Two West 46th Street, New York City 


THE REMARKABLE NEW 


ALLISON 
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$15 for the Best Title for this Picture $15 





1—Contest closes June 7. 


2—Contestants must be connected with retail sales of 
appliances or radio. 


8—Print your name plainly, address, store you are 
connected with and position occupied. 


4—In case of tie each contestant will receive $15. 


5—The winner will be announced in the second issue of 
the ELECTRICAL Goons following this issue. 

6—The Staff of ELECTRICAL Goops SECTION will be 
judges. 


SPECIAL—Please do not tear the page from this 
magazine. 


Address—Title Contest, ELECTRICAL Goops SECTION, 239 West Thirty-ninth Street, New York City 
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Reputation is the Guarantee 

















To make a guarantee is one thing. 


FAIR ano COOLER 





To be able to back it to the fullest . 
extent is another. There are twenty- 

four Wagner Service Stations, | a 
located at central points throughout CONTINUED 
the country, and completely equip- 


FAIR WEATHER 


ped with fan parts to provide im- 





mediate Wagner Service. 


Wagner Guarantee 


40 yearssuccessfully serving the electric motor 
industry has earned Wagner a splendid reputa- 
tion. This reputation, in turn, places upon Wagner 
a definite responsibility. This responsibility 
is the assurance behind the Wagner guarantee. 














LONG STRONG 
4 BREEZE 
“ oil 
. MOTORS TRANSFORMERS FANS 
Single-phase, Polyphase and Power, Distribution and Desk, Wall and 
Fynn-Weichsel Motors Instrument Ceiling types 


237-4 


WAGNER ELECTRIC CORPORATION — 6400 Plymouth Avenue, St. Louis, U. S. A. 


Electrical Goods Section 
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EDITORIAL PAGE 


It Is So Easy 


ANS, so many merchants tell us, are about the 

easiest of all electrical merchandise to sell—on 

good fan selling days. And on other days fans 
are extremely difficult to sell. Every merchant who has 
successfully sold fans will tell you that the way to sell 
them is to put them where the breezes can blow on 
passersby on the first hot days of the season. Some 
merchants put them in front of the store to lend com- 
fort to sidewalk passersby ; others put them where they 
will cool the persons wandering in the store aisles. 
Some merchants do both, and these, we believe, have 
the real merchandising spirit. 





Summer selling is here, and remember that elec- 
tric appliances are especially summer merchandise. 


Who Sells the Rest? 


PEAKING before the Commercial Section of the 
S National Electric Light Association, C. Ernest 
Greenwood, then head of the appliance depart- 
ment of the Boston Edison Co., said that his company 
sold in 1927 about $1,000,000 worth of appliances. This, 
he said, was estimated as 15 per cent of the total sales 
for the territory. All of these sales, he said, were made 
at list price or at prices averaging higher than other 
merchant prices. This company always advertises ap- 
pliances as “For sale at our shops or at your dealers.” 
In this case, it would seem, the free market is worth 
more time and effort than the market that is competi- 
tive with the power company. 





A display including fans and heaters is not en- 
tirely out of place; for both are often needed the 
same week for comfort in the home. 


Utility Securities Approved 


ONSIDERABLE importance is attached to the 
(: legislation in New York State recently which 
recognizes certain public utility securities as ap- 
proved investment for savings banks. This includes 
electric, gas and telephone companies of approved 
standard. It is estimated that this will provide a mar- 
ket for about $500,000,000 such securities. 





Electric cookery is gaining steadily and the hard- 
ware merchant who does not get a share of this 
volume is going to regret it later. 


Summer Comfort 


OOKING roasts, stews and boiled dinners in sum- 
C mer is not a picnic, but a lot of people like to eat 
substantial meals, even in hot weather. Perhaps 

you are one who does. Perhaps you have felt rather 
sorry for the woman who cooked the dinner and who 
comes to the table too tired and hot to enjoy the well 





prepared dinner. If this fits your case, suppose you 
try out one of the better electric cookers. After you 
have enjoyed such a dinner with a woman who is none 
the worse for having cooked it, tell your neighbors 
about it. We will guarantee that, if you do this, you 
will sell quite a number of cookers this summer. 

Did you ever eat hot roast chicken at a picnic? 

Those who buy small electric cookers can do so. 





Your Opportunity 
NE of the far-flung holding companies recently 
O reported on the appliance sales in many com- 
munities, from hamlets to a city of nearly a 
million people. During 1927 this company sold mer- 
chandise at the rate of $10.91 of gas appliances for each 
gas customer and $15.25 of electric appliances for each 
electric customer. These figures were practically $1 
less than during 1926. Are your figures as high and 
did you get the business the power companies lost? Do 
you know how many gas and electric customers are in 
your trade territory? Did you ever ask the utility 
company for a list? 





The merchant who sells electric appliances as 
mere merchandise does not understand them. Labor 
saving service is the thing to sell. 


You Can Help 


ETERMINED efforts are being made by the elec- 
D trical industry to bring about a greater appre- 

ciation of what electric outlets mean in the 
home. In too many homes electric appliances are not 
much used because it is necessary to remove the lamp 
before attaching the appliance. This movement is 
being carried on through Electrical Leagues and the 
Red Seal Home movement. If there is such a move- 
ment in your community, you can help yourself to 
larger appliance sales by encouraging this movement. 





Can you picture to your customers the difference 
between a washboard and a washing machine on 
a hot day? 


The Task Ahead 


UCH conversation recently with electrical 
M goods buyers and salespeople reveals that each 

believes the present obstacle to a steadier all- 
year sale of electrical goods is that most people regard 
the appliances as a luxury rather than as a necessity. 
Women will buy percolators and waffle irons for friends 
and still use the flame heated sort themselves—perhaps 
hoping that someone will give one to them. They do 
this, in the words of one saleswoman, “just as they buy 
$2.50 neckties for a man who habitually wears $1 ties.” 
If this be a correct estimate, then the advertising job 
before the retailers and manufacturers is apparent. 
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Proof 


From One of the Largest 
Hardware Wholesalers 


This is a transcript from a letter sent out 
by one of the leading Hardware W hole- 
salers. Name on request. 


“WE are placing another order today for a 
carload of Horton Washers. 

“The writer is daily becoming more and more en- 
thused over Horton Washing Machine sales possi- 
bilities. The Horton people have gone farther than 
to tell us, they have shown us conclusively. 

“If there is anything better than Horton,any line with 
more talking points, any line that will sell better after 
being properly presented, or any line that will do its 
work better, stand up and last longer, give less trouble 
while it is doing so, etc., we would like know what 
it is. We do not expect a reply on this question, because 
Horton is the utmost obtainable. 

“When you have a line so superior as the one you are 
carrying, we feel that you can reasonably expect average 
washing machine business from your territory. 

“Probably you did not realize what a wonderful thing 
you had in this Horton line. Perhaps you did not realize 
that it was one of the most substantial on the market, 
second in quality to none and strictly a jobber-dealer 
line, which is more than you can say for nine out of ten 
of the other competitive manufacturers. 

“This should mean something to the dealer. Every deal- 
er is anxious to defeat the house to house canvass prop- 
osition but he does not seem to know how to go about it. 
Best results will be accomplished by featuring Horton 
Washers, a jobber-dealer line, and pushing it religiously.” 

Your Jobber is sincerely and conscientiously inter- 
ested in your success. He won’t exploit you and he 
doesn’t want to see you exploited. 

Horton stands today, as always, for sane, ethical mer- 
chandising. Horton Washers and Ironers are sold only 
through recognized channels of distribution—through 
your jobber, your store, to your customers. Horton and 
leading jobbers of America have formed a virtual har- 
monious partnership to help bring Real Prosperity—not 
“Profitless Prosperity” —to you, the independent retailer. 

May we not give you the specific facts in a personal letter? 


HORTON MANUFACTURING COMPANY 
1109 FRY STREET FORT WAYNE, IND. 








HORTON NO. 34 
SERIES 


Submerged agitator type, copper tub 
washers, semi-soft wringer rolls. Driven 
by electricity, gasoline motor or power 
pulley. Remarkably quiet in operation. 
Practically service-proof. 


Horton Also Manufactures 


Copper and wood tub electric washers 
in agitator and suction types and hand 
power washers. Horton Automatic Iron- 
er with 30-inch complete open-end roll. 
Electric or gas heat. Electrically driven. 


Washers 


lroners 








GOOD PRODUCTS—Yes! and above all else GOOD FRIENDS, 
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FR oMen Ta eo 


Perhaps you 
Overlook the 


Obvious idea 


T was a hot day in early spring 
I when everyone complains about 
the heat, although yesterday 
they had been wishing for warm 
weather. Every one feels the heat 
terribly these first days and is con- 
fident that it is going to be a long, 
hot summer. 

The boss made his tour of the 
floor. He had turned on the fan in 
his office and he missed it out on 
the floor. His sharp eyes noted a 
fan on the counter and he remarks 
to the salesman, “These hot days 
ought to sell some fans.” 

The salesman, busy with other 
things, had not thought of that. He 
realizes that he has sold no fans, 
not even answered an inquiry. He 
goes around the counter and looks 
the fan over. 

“What’s the matter with you? 
This is your day, why not step into 
attention and sales? What’s the 
use of being a fan if you do not get 
busy on days like these?” 

The answer came like a flash. 
The salesman looked to the connec- 
tion and set the fan in operation. 
He stood in the breeze a moment 
and returned to his work refreshed. 
Soon a customer came along and 
the salesman advanced to meet him 
at a point that would place the cus- 
tomer in the fan range. 

The first sale was closed. Then 
another. 

The boss noted the sales and 
came around to ask how. The 
salesman explained. “I merely 
started the fan and stopped people 
in front of it. They bought.” 

It is so obvious. 

How many obvious things are 
you overlooking? When your wife 
entertains a few women friends in 
the afternoon does she use a waffle 
iron? or a grill? or a fruit juice ex- 
tractor? Perhaps the idea is too 
obvious. 











No Breezes, No Sales 


- by T.F.Chantler 
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ON YOUR COUNTERS ,AND ON 


HOT DAYS TURN THEM ON WHEN 


CUSTOMERS APPROACH. IF YOU 

NEED HELP IN DEMONSTRATING 

FANS , CALL ON THE ELECTRICA 
a DEPARTMENT 
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The Attractive Retail Prices of 


TheNEW BRIGH 


bool 





< suuprome om. 





STAR Flashlights 


Guery Jest > 








Give You a Sustained Fair Profit! 


A consistent sales policy that protects Bright Star 
Dealers—a product that embodies the greatest 
array of new, distinctive features ever built into 
one line—sales-helps that actually do accelerate 
sales—these are the reasons why Bright Star 
dealers are making more money, and making it 
faster! By lowering sales resistance, Bright Star 
gives you greater income against lesser overhead! 

Bright Star Flashlights are marketed in the 
most practical, most saleable form: complete 


units containing six or eight lights, depending 
on size, with extra battery cells for replacement 
sales—at a trade price and a consumer price that 
yield you handsome profits! 

Springis here—everybody is getting outdoors— 
now isthe time tostart these fast-selling flashlights 
a-moving over your counter! Get in touch with 
your jobber, NOW! The new Bright Star Flash- 
light Catalog will be mailed at your request. 
Send for your copy today. 


BRIGHT STAR BATTERY COMPANY, HOBOKEN, N. J. 


Makers of the famous Bright 
Star Flashlight Products, Ra- 
dio Batteries and Dry Cells 
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EIGHTEEN YEARS BUILDING THE QUALITY LINE 
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School Teacher—(Home for the 
holidays)—I want to see an electric 
waffle iron. 

Clerk—Fine—right over here 
(leads way to electrical corner). 

S. T.—Do you have the Blank 
waffle iron—I think that is the one 
I want. 

Clerk—Yes, here it is—a beauty, 
is it not? Good finish, attached 
tray, ebony handles—aluminum 
grids—cooks both sides of the waffle 
at once. 

S. T.—That is fine—I believe just 
what I want. How much does it 
cost? 

Clerk—It is $15. 

S. T.—Fifteen dollars—oh, I 
didn’t know they were so high 
priced, but that’s what I want for 
mother’s Christmas. Do you have 
any cheaper waffle irons? 

Clerk—Yes, here is one made by 
the same company as a cheaper iron 
—you can easily see the difference 
is in finish, handles, cord and gen- 
eral appearance. It is only $10. 

S. T.—I hardly know what to do. 
Will this make as good waffles as 
the other one? 

Clerk—Yes, I don’t believe you 
will know the difference in the waf- 
fle but it will probably not be as 
durable or keep bright as long as 
the better iron. 

S. T.—I wonder what mother 





© 


ISS Helen D. Crawford, who 

tells of this detailed experi- 
ence in the store, conducts an ap- 
pliance department in a hardware 
store in a city of 10,000 popula- 
tion, submits the incident for your 
analysis. 

She really wants to know what 
other salespeople think about it. 
Was she right in her course or 
wherein was she wrong? 

What is your opinion? The ed- 
itor will pay $10 for each opinion 
of 600 words or more selected to 
be printed in the ELECTRICAL 
GOODS Section. 


© 


would say! I believe she would 
say “buy the cheaper iron.” 
Clerk—I am sure your mother 
will be pleased with either one. 
May I deliver it? 
S. T.—Yes—tomorrow (she writes 
out the check for $10). 





The waffle iron was delivered, but 
the day after Christmas the School 
Teacher came back with dad carry- 
ing the $10 waffle iron. 

S. T.—Do you still have the Blank 
waffle iron? 

Clerk—Yes, we do happen to have 
one and the only one of the group 
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(bringing out the one left over 
iron). 

S. T.—I just don’t feel satisfied 
with this iron—in the first place I 
wanted a Blank waffle iron because 
everyone said that was the best 
iron to get. 

Clerk—If you remember, I said 
this was made by the same company 
but an inferior iron and carries a 
different name. 

S. T.—I didn’t remember that. 

Clerk—I am perfectly willing to 
make the exchange if you so desire. 

Ss T—I had forgotten about the 
name and was disappointed in that. 
What would you do, father? 

Father—Do just as you please; 
either one is all right. 

S. T.—Well, I want the better 
iron—and she wrote the $5 check 
and took the better iron. 





There was no sales effort re- 
quired on this transaction. It was 
merely a matter of price. The girl 
was young, probably the first gift 
of value to her mother and she 
wanted the best, but the point I 
want to emphasize is please the cus- 
tomers. The mistake made by the 
clerk was in not urging the sale of 
the better iron, for it was only lucky 
for the school teacher that she had 
the opportunity to exchange without 
a special order. 
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At One Fell Swoop! 


Sweeping Reductions 


on UNIVERSAL Electric Irons 


‘THE most radical and far-reach- 
ing merchandising program that 
we have undertaken on any line 
since entering the Electrical Ap- 
pliance field. It puts UNIVERSAL 
customers in a position to meet 
every price on electric irons in 
each price zone, with bigger 
values than have been produced 
since pre-war days. 





No. E9023 Auxiliary Iron 


WAS 
Now $295 $3.50 
Full 3-lb. fully equipped auxiliary 
iron, invaluable for boudoir, when 
traveling, in the sewing room and 
for baby’s clothes. 
Full Nickel Plated. 400 Watts 
Weight of Iron 3 Ibs. 
Weight packed 5 Ibs. 





/ 


No. E9070 Standard Iron 


Now $325 5500 


Latest taper point design suits this new 
UNIVERSAL Iron to the most exacting 
demands of fine domestic laundering. 
Full Nickel Plated Extra Finish. 
525 Watts. 
Weight of Iron 6 Ibs. 
Weight packed 734 Ibs. 


Every number iron will prove 
a big seller at the new price. 





The Famous 
Wrinkle-Proof Irons 


UNIVERSAL W rinkle- 
Proof Irons, iron back- 
ward and sideways as 
easily as forward because 
of no corners or sharp 
edges to gather or 
wrinkle the daintiest 
fabric. Cuts down iron- 
ing time. Tapered point 
slips quickly and easily 


Now $495 ae into the pleats and 


ruffles. 
Full Nickel Plated. Ebonized 
Handle. 580 Watts. 
Wt. of Iron 6% Ibs. Wt. packed 
¥% Ibs. 





No. E909 Wrinkle-Proof 


No. E9191 Wrinkle-Proof with 
Handy Switch 


Now $595 
WAS $6.75 


Same as E909 with addition 
of Handy Switch to turn 
current on or off. 







UNIVERSAL 
Super-Automatic Safety Iron 


Push Button Heat Control 
Automatic Safety Switch 


The heat of the UNIversaL Super- 
Automatic may be turned off at 
any time by simply touching the 
black finger-tip Control Button and 
may be turned on by pressing the 
Red Button. 

The Automatic Safety Switch 
turns off current and throws Red 
Finger-Tip Button in “off” posi- 
tion before temperature becomes 
excessive for safe ironing. 


Full Nickel Plated. Ebonized 
Handle. Wt. of Iron 6 Ibs. 


Wt. packed 8 Ibs. 
The New UNIVERSAL 


No. E9092 Super-Automatic 
580 Watts 
Weight 6 Ibs. Packed 73% Ibs. 


Irons packed one in a carton. Six in a unit package. 





The Iron Extraordinary ! 
Wonderful Value at 


$775 





Super-Automatic Safety Iron 
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VALUE beyond 


Comparison! 


Three popular priced cleaners 



























Bee-Vac Junior Brush 
Endorsed by house- 
keepers and autoists 
for “od “odd job” cleaning 


Consumer’s price 


$19.50 





DeLuxe 
Ball-Bearing 
BEE-VAC 
(maroon bag) 
Consumer’s price 


$39.75 


Attachments, includ- 
ing floor polisher and 
blower, $8.00 








Model “G” 
BEE-VAC 


(purple bag) 
Consumer’s price 
$29.50 
Attachments, $5.00 


AN ELECTRIC CLEANER FOR 





You can’t compare Bee-Vac 
value with that of any other elec- 
tric cleaner on the market. The 
margin of advantage is so greatly 
in favor of Bee-Vac that compari- 
son is impossible. 


Try such a comparison, for ex- 
ample, with the DeLuxe Ball- 
Bearing Bee-Vac, with its con- 
sumer price of $39.75. This 
amazing cleaner embodies fea- 
tures that cannot be duplicated in 
any price class. 


Its enlarged and more powerful 
Y%4-hp. motor is ball bearing 
equipped throughout, producing 
a suction power that is typically 
and exclusively Bee-Vac. New 
floating brush gives contact with 
the rug at all times. New four- 
position nozzle adjusts perfectly 
for all thicknesses of rugs. 


And, of course, the Model “G” 


Bee-Vac, with a consumer’s price 





of $29.50, has proved for years to 
be above and beyond all compe- 
tition. Its matchless perform- 
ance, its unfailing dependability 
and long life are features that are 
unique and must remain unique, 
due to Bee-Vac manufacturing 
and selling economies. 


And, finally, the Bee-Vac Junior 
Brush, with a consumer’s price of 
$19.50, meets the needs of house- 
wives and autoists for “odd job” 
cleaning in a way that is utterly 
unapproachable by any other 
cleaner in its type and price class. 


You are invited—even urged—to 
write for the attractive Bee-Vac 
proposition. With the broaden- 
ing of the Bee-Vac Line, which 
now offers three great values, its 
profit opportunities become more 
outstanding than ever before. 
Birtman Electric Company, Dept. 
D314, 4140 Fullerton Ave., Chi- 


cago. , 


EE-VAC 


Line 


EVERY POCKETBOOK 
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QOmillion cars withoul flashhgh 
—because the right flashlight for automobile 
use has never before been supplied! 














~ 


WENTY-THREE million 
“cars and trucks in service 
today! Every one of them 
should carrya flashlight. Only 
one in ten does at present. 
More than twenty million op- 
portunities remain for the 
dealer to make a handsome 
profit through supplying this 
need! Ray-O-Vac Rotomatic— 
with the marvelous Rotomatic 
Switch—is the sort of flashlight 
car owners long have awaited! 





















ROTOMATIC 
FLASHLIGHTS 


now answers every 
need of motoring! 














What Ray-O-Vac Rotomatic 
Gives the Car Owner: 


The Ray-O-Vac Rotomatic 
Switch is equipped with a ro- 


What the Car Owner 
Wants in a Flashlight: 


A switch that can’t form 





contact accidentally, even 
if crammed tightly in the 
door pocket. 


A switch that won’t cor- 
rode or short-circuit. 


A light that will give long 
bulb life, even with con- 
stant jolting and jarring. 


Dependable operation. 


—& Ww NHN —_— 


5 oman 





tary switch-guard, like the 
“safety” on a firearm —the 
light cannot light except at the 
user’s will. 


The Rotomatic Switch is thor- 
oughly insulated with Bakelite. 
Except for one small contact 
point, the switch mechanism 
is kept entirely away from the 
batteries. 


Ingenious ghock-absorber con- 
struction protects the bulb in 
the Ray-O-Vac Rotomatic 
Flashlight, insures its readiness 
for action at all times. (Spare 
bulb container in base of light.) 


Even if the bulb is not screwed 
tightly in place it will light be- 
cause of a “floating”? contact 
point. 

The durable Rotomatic Switch 
—the ribbed barrel of great 
strength —the superior con- 
Struction in every detail —give 
the Ray-O-Vac Rotomatic un- 
equalled durability. 














ROTOMATIC SWITCH—a 
self-contained, replaceable 
unit that fits into the flashlight 
head. It rotates—and it locks 
automatically, can be lighted 
only at the user’s will. 


You get more money forthe Ray-O-Vac 
Rotomatic—the car owner gladly pays 
it—so you make a bigger profit on every 
sale. National advertising in The Satur- 
day Evening Post, Country Gentleman 
and newspapers is scene ae cus- 
tomers. Order from your jo today! 
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FRENCH BATTERY CO. 
Madison, Wisconsin 

Makers also of Ray-O-Vac “A”, “B” and 
“C” Radio Batteries, Ray-O-Vac Flashlight 
Batteries, Ray-O-Vac Telephone Batteries 
and Ray-O-Vac Ignition Batteries. 
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TEN YEAR SERVICE GUARANTEE SOND WITH.EACH. WASHER 


MINNEAPOLIS =| 
GENERAL ELECTRIC CO. } 














Two unusual displays are presented here. Above is a combined display of a hardware store, furni- 
ture store and light and power company at the Minnesota State Fair. The three institutions 
sold the same washing machine and it certainly was good business for them to join in the pres- 
entation. Below is a cleaner window by the Triendly Electric & Hardware Co., San Francisco. 
A notable feature of this exhibit is that it can be made seasonable by changing streamers. 
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Before You Know It 


they'll be asking for fans 


It’s an unusually early spring—already there have been some record hot days— 
in all parts of the country. 


Don’t get caught without fans when the first real hot spell lands on us. This year 
the STAR-Rite line offers you anything in fans you need. 


Leading the line is the 8 inch complete with cord 
and plug at $6.50, in Canada $7.95. It’s a sturdy 
durable breeze-maker and will probably be your 
best seller. Start and stop switch in the base. 
Three beautiful finishes, black and brass—old 
ivory and nickel. 


The 10 inch oscillator also comes in black and 
brass, old ivory and nickel. A special finish that 
will not chip or rust controlled by convenient 
3-speed switch in base. The STAR-Rite oscillat- 
ing fans have gears produced on special gear- 
cutting machines that insure accuracy to 1/1000 
of an inch. Complete with cord and plug $13.50, 
in Canada $16.75. 


The 10 inch straight fan is the heavy duty item of 
the line. It can be run day and night, day in and 
day out. Three speed control switch, cord, plug, 
heavy blade guards, felt padded drawn steel base, % 

sparkling all over nickel finish. Retails at $10.00, 8-inch Fan $6.50 
in Canada $12.25. In Canada, $7.95 





The 12 and 16 inch oscillating fans are guaranteed in every way. They are pro- 
duced in both induction and direct current types with heavy three-speed rheo- 
stats. Black with solid brass blades-NOT BRASS PLATED—12 inch fan 
$25.00, in Canada $32.00—16 inch fan $30.00, in Canada $38.00. 


Get your order in TODAY—there is a big profit in it for you. 





Electrical Needed 


FITZGERALD MANUFACTURING CO., TORRINGTON, CONN. 


Canadian Fitzgerald Company, 95 King Street, East, Toronto, Ont. 


Pacific Coast Branch “The Better to Serve you in the West,” 1211 Van Ness Avenue, San Francisco, California. 


Makers of Never-Leak Automotive Gaskets 
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New Goods to Sell 


Porcelain Washing Machine 





The Fedelco washer has porcelain 
square tub, three-way washing prin- 
ciple, non-corrosive metal multi-blade 
reversing impellor agitator. Requires 
23 x 23 in. floor space, height of tub 
adjustable from 29% to 35% in. 
Washes 6-sheet load in from 5 to 8 
minutes. Eight-position, locking, swing- 
ing safety wringer. Federal Electric 
Co., 8700 "south State Street, Chicago. 





The Dover Maid 


Special attention is called to the 
large ironing surface of this iron. 
Also to balance and general design. 





Packed in individual display carton 
with 6-foot blue and silver cord. 
Weight 6 pounds. Price $3.75. Dover 
Manufacturing Co., Dover, Ohio. 





All Purpose Cleaner 





The Eureka Model 11 is a standard 
cleaner in all respects except the han- 
dle construction. The handle can be 
detached and a 25-ft. cord attached and 
the cleaning hose attached in place of 





the floor nozzle. It then becomes a 
light, sor 2 ten cleaning plant, easily 

by handle forks. Recommended 
for use in closets, auto, and other diffi- 
cult places to reach. Eureka Vacuum 
Cleaner Co., Detroit. 





All-Metal Refrigerators 


This is the two-door model of the 
new all-metal line of electric refriger- 
ators announced by the Copeland Sales 


Co., Detroit, Four numbers are all of 











domestic sizes. This model is 65% in. 
height, 22% in. deep and 35 in. wide. 
Other models from 55% in. height, 
22% in. deep, 24 in. wide. The illus- 
trated model has capacity for 162 ice 
cubes and 9 cu. ft. storage space. 





Fruit Juice Extractor 


This fruit cage extractor is special- 
ly designed for home use, Height 10 
in., weight 6% lb., bowl and fruit 
shredder are easily removed for clean- 

















ing. Quickly extracts juice from 
oranges, lemons, limes, and grape- 
fruits, leaving _ ov pith and rind. 
A. C. Gilbert Co ew Haven, Conn. 
Suggested price slags” Operates from 
lamp socket by universal motor. 


A Small Family Range 





The Consolette range, developed od 
use in small families, is announ 
the Benjamin Electric Mfg. Co., 120 
Sangamon Street, Chicago. Owin 
compact design, the range has coo: ion 
service and oven capacity unusual in 
range of this type. Surface and oven 
units designed to operate on 100-200 
volts. Has automatic features and 
special appliance outlet. 


New 12-Inch Oscillating Fan 


This 12-in. oscillating fan operates 
on A. C. current and sugges retail 
price is $12. The W. P. Corporation, 
Cairo, Ill., call it the Airster. Lu- 








brication by grease cups and felt wick 
oilers. Can be furnished with 3-speed 
control and gray, mahogany, white or 
green finish at slight additional cost. 


Light Socket Radio Set 








The newest Crosley receiver, the 
Jewelbox. Complete in itself. Crosley 
Radio Corporation, Cincinnati. 
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QUT IN FRONT 


Tripled This -Agent’s Sales 





A sales increase of 300 % in February, 
1928, over the same period last year 
—that’s the record of William H. 
Gieseler, of Brooklyn, N. Y. 

Thousands of other Agents are doing 
what Mr. Gieseler has done. They are 
putting to work the proven sales plan 
“Out In Front”—and are ringing the 
cash register more often. 


Mr. GIESELER says: 


“I consider the Edison Merchandiser the 
greatest aid to lamp selling that has ever 
been offered. Supported by attractive win- 
dow and interior store display, it impels 
every customer to buy, and keeps me busy 
ringing up sales of Edison Mazpa* Lamps. 
In addition, it has had a decidedly bene- 


ficial effect on the sale of my other merchan- 
dise. ‘Out IN Front’ has certainly been the 
stepping stone to bigger business for me.” 

“Out In Front” will put you Up On 
Top, too. Ask your jobber’s salesman for 
full particulars of this money-making sales 
activity. 


* Mazpa—the mark of a research service 


EDISON MAZDA LAMPS 


GENERAL@ELECTRIC 


Electrical Goods Section 
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Electrical Business Briefs 


Exposition will be held in the Grand Central 

Palace, New York, Oct. 17 to 27. The first three 
days, Wednesday to Friday, will be exclusively “trade 
days” and during these days all exhibitors are expected 
to have present men especially equipped to talk about 
merchandise in dealer terms. The rest of the Exposi- 
tion period will be to the general public—the consumer. 
Lincoln Bancroft is general manager of the exhibit and 
is receiving applications for space at 124 West Forty- 
second Street, New York City. 


r YWENTY-FIRST annual Electrical and Industrial 


ERGER of the All-American Radio Co. and the 
Mohawk Corporation of Illinois, both of Chi- 
cago is announced. The new company holds 

radio manufacturing licenses. The factory facilities 
of the All-American company will be used by the new 
company. 


is the focus of. attention in all branches of the 

radio industry and manufacturers are rushing 
design plans in order that new merchandise shall be 
ready for exhibition. The show is conducted by the 
Radio Manufacturers’ Association and the various divi- 
sions of that association will hold meetings during the 
week. Other radio organizations will meet the same 
week. The Federated Radio Trade Association, which 


Riss TRADE SHOW in Chicago, June 11 to 15 


includes the newly organized Jobbers Section, will hold 
several meetings. Space reservations indicate a large 
representation at the show and dealers will find special 
efforts made to assist them in getting all the informa- 
tion possible during the show days so that they will be 
equipped for the coming season. 


\ N ] J. KNAPP, president of the National Carbon 

Co., has authorized the following statement: 

® “Our attention has been called to a published 

report that the National Carbon Co., is planning to ex- 

tend its activities in the radio field. We are not in 

position at this time to make any comment on such 
reports.” 


ization of the Thor Canadian Co., of Toronto. 
F. H. Chapman, president of the new company, 
has long been identified with the Thor line in Canada. 


| URLEY MACHINE CO. announces the organ- 


announces the purchase of the Hemco Electric 
Mfg. Co. The Bryant line consists of metal shell 
and porcelain lamp receptacles and accessories, surface 
and flush switches, fuses and fuse holders, baseboard 
receptacles and plugs, rosettes, cord connectors, etc. The 


(Continued on page 50) 


Besson: ELECTRIC CO., of Bridgeport, Conn., 
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SOLD BY JOBBERS 


Gif 
: i 


The tubes of crepe paper in the back- 
ground are of various colors. The flood lights 
seen behind the valance—light orange, ligh: 
red and light orchid,—three blended tones— 
transformed the colors on the crepe paper 
into a wide range of shades. 


HYGRADE 


GENERAL OFFICE 
AND FACTORY 


tel 
Free 


HE 
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The result: 


‘‘The Jobber has received a recent 
order for Hygrade Lamps and will 
have another very soon.”’ 


So writes Mr. Theodore S., Hawk of 
Hawk Hardware, East Palestine, Ohio, 
who has been a Hygrade dealer for many 
years. 

Hygrade quality plus the aggressive mer- 
chandising as shown in the window and 
newspaper advertisement 7 
illustrated here has built for 
him a satisfactory and stead- 
ily increasing volume. 


LAMP CO 


SALEM Mass 


Licensed under General Electric Company's Incandescent Lamp Patents 
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Utility Helps Dealer Sales 


(Continued from page 23) 


and this, obviously, must be charged to advertising. 

Ninety inquiries were received at the exhibition room 
in the second half of December, the first two weeks it 
was open, and there were 449 in January. Then classes 
were started and the total number of visitors in Feb- 
ruary, including those who attended classes, was 746, 
which number increased to 998 in March. Attendance 
has since varied from about 600 to 1200 or so a month, 
depending on the season and the special promotional 
features. No prizes or inducements of any kind, other 
than the lunches that are served at the classes are 
offered for attendance. 

The ultimate aim of the entire undertaking obviously 
is to promote the sale of more electrical appliances and 
this means that the exhibit is helpful to everyone in the 
electrical industry, particularly to those retailers who 
sell appliances. Nothing is sold at the display room, 
so if the exhibit stimulates any additional business, the 
retailers must benefit by it. 

At the same time, it is extremely difficult to trace 
direct results, because of the extreme conservatism of 
those in charge. When a visitor manifests interest 
in a given appliance, an attendant is ready to demon- 
strate it for her and to answer all her questions, includ- 
ing that of where it may be purchased. 

In order to avoid any semblance of favoritism, how- 
ever, it is necessary to give the prospect the names of 
several dealers, then let her go to whichever one of 
them she chooses. Each exhibitor furnishes a list of 
all his dealers in the city and the attendant simply reads 
off that list. 

“We make no effort to trace sales,” one of the at- 
tendants said. “We take it for granted that if the 
display, the demonstrations, the lectures, and the classes 
create interest in the appliances concerned, that interest 
will result in sales and that local retailers will get the 
business. 

“It doesn’t matter to us or to the exhibitors which 
dealers get the business and we exercise great care to 
avoid showing any favoritism whatever in this connec- 


tion; that is one reason why we don’t follow up sales 


any more than we do. 


“We do know, though, that our efforts do result in | 
many direct sales, because the visitors come back and | 


tell us that they bought the appliances. This is par- 
ticularly true of appliances demonstrated in the classes, 
because purchasers come back for further instruction 
in their use and they often enthuse over their 
purchases.” 

Demonstrators and executives in the electrical appli- 
ance departments of the J. L. Hudson Co. and Crowley, 
Milner & Co., downtown department stores, say they 





have traced several direct sales to the influence of the | 


exhibit and that it is noticeable in many cases that pros- 
pects come in with their minds made up to buy certain 


appliances. 
exhibit is “a good thing and is bound to help business.” 


G. A. Shirk, manager of the electrical appliance de- | 
downtown hardware | 


partment of the T. B. Rayl Co., 
dealer, expressed much the same opinion. 


Electrical Goods Section 


They were unanimously agreed that the | 


HERES HOW 10 | 
SELL MORE 


FANS THIS 
SUMMER 
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TAN FANS 











WRITE US at 
once if you, do 
not, ave dove 
trikin 
* DISPLAY ___| Every Hot Spell- 
~Make Your Window Sell 
This free display will help you sell Day-Fan Fans “out 


of the window.” Color, motion, human interest—all the 
qualifications of a good eye-catcher—are incorporated. 
Complete display consists of 6-color cut-out, four display 
cards and two “Chase Heat” streamers—supplied without 
cost. 

You can sell many Day-Fan Fans every hot spell because 
they give you a lot to talk about. “They blow more air” 
is the big point—easy to demonstrate. 

Day-Fan gives you 
Sell Day-Fan Fans this year. 


They please your customers 
the sales helps. 


At left. Day-Fan Cleaner, the 3 
Ib. portable vacuum. Dozens of 
uses. Many sales opportunities this 
spring. Retails $18.75. 


Day-Fan Electric Co. 
Dept. R, Dayton, Ohio 
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Electrical Business Briefs 


(Continued from page 48) 


Hemco line, has been similar except that it was molded 
equipment. This company originated the Phenolic line. 
The Bryant company will continue its policy of dis- 
tribution among jobbers and will add the Hemco line 
to the Bryant stocks in Bridgeport, Chicago and San 
Francisco. 


the Jobbers’ Section of the Federated Trade As- 

sociation in Chicago, the setup for the function- 
ing of the new organization was completed and reports 
received from the committees appointed at the organi- 
zation meeting of the section in Milwaukee. Approval 
was given for the printing of a booklet “The Radio 
Wholesaler Needs Organization,” which is being dis- 
tributed to jobbers who are interested. 


A T a recent meeting of the Executive Committee of 


ROSLEY RADIO CO. of Cincinnati has an- 
(; nounced the following appointments: Ralph H. 

Langley, director of engineering; F. Clifford 
Estey, assistant to the president, and Carl F. Propson, 
advertising manager. Both Mr. Langley and Mr. Estey 
are radio veterans, and Mr. Propson comes from the 
optical field. The company also announces a million 
dollar advertising campaign for the coming season. 


for the Freed-Eiseman Radio Corp. Ray L. 
® Speicher has been promoted to promotion 
department. 


M J. ADLER is the new advertising manager 


expected to attend the sixth annual conven- 
tion of the company in Cincinnati, May 15 
and 16. 


Moe: than 100 Crosley radio distributors are 


Frank E. Wolcott Mfg. Co. of Hartford, Conn., 
and Beardsley Mfg. Co. of Waterbury, Conn. 
The new firm will be known as Beardsley & Wolcott 
Mfg. Co. of Waterbury. Factories will be maintained 
in both Hartford and Waterbury. Mr. Beardsley will 
be president of the new company and Mr. Wolcott 


N NNOUNCEMENT is made of the merger of 





The Title Is 


‘Warming Up to a Good 
Proposition ”’ 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 
Luther Harbin, 
Salesman, 
Gadsden Hardware Co., 
408 Broad St., 
Gadsden, Ala. 





vice-president. The Wolcott line was known as Torrid 
and the Beardsley line as Wilwear. These trade names 
will continue. A new merchandising plan will be intro- 
duced, which includes zone managers who will be trained 
to help jobbers and dealers in merchandising the lines. 


DISON ELECTRIC APPLIANCE CO., Chicago, 
H; announces that H. K. Dewees will be manager of 

the Simplex Division, opened at 5600 West Tay- 
lor Street, Chicago, following, the acquisition of the 
Simplex wall outlet line by the Edison company. The 
Simplex line will be continued with practically the same 
sales setup. 





—__f 67s) Ce Beyeys) & 


Radio Tubes 


ALL STANDARD TYPES 


Greatest Proposition in the Field 


The most complete support given Dealers and Jobbers 
with advertising, selling helps and broad-gauge policy 
to back them up on the platform that Gold Seals give 
extra satisfaction. Quality tubes in all standard types. 


GOLD SEAL ELECTRICAL CO., Inc. 
250 Park Avenue 





New York 
ae 











Confidence in Phkanpion, 


Brand 


Tungsten Lamps are shown by 20,000 
retailers and 500 jobbers who sell them. 





Lamp Ce. 
140 Maple St., DanVers 
Mass. 


“Licensed under the General Elee- 
tric Company’s Incandescent Lamp 
Patents.” 
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PIECES QF 2 WEE 




















Ring that date with a red, red pencil ... May 2ist. . . the busiest silver 
selling day you'll see this Spring. Pirces or 8 Week starts that day ... but 
it will be wise for you to start weeks earlier . . . by writing us for all 
the details of the plan . .. the new window and store displays 
and other sales makers that we are getting ready to make this a 
bigger silver event than ever. Get a letter off now. Address, The Sales 
Promotion Department, International Silver Company, Meriden, Conn. 


1847 ROGERS BROS @& 




























SILVEAPLATE 








GENERAL OFFICES: 
CANADA ¢« « e INTERNATIONAL SILVER COMPANY OF CANADA, LIMITED, HAMILTON, ONTARIO 





MERIDEN, CONN....SALESROOMS: NEW YORK, CHICAGO, SAN FRANCISCO 














THE TABLES OF AMERICA'S FIRST 





The AMBASSADOR PATTERN [Cold Meat Fork . . $2.50] 


Other Patterns: ARGOSY 
ANCESTRAL . ANNIVERSARY 


MAY WE SEND YOU THE FASCINATING BUDGET BOOK? 
— telling of a new and delightful way to acquire an all-em- 
bracing service in silverplate ... with pleasing speed and 
painless thrift... Write for Booklet S-o00 to International 
Silver Company ... Department E. .. Meriden, Connecticut 


FAMILIES SINCE 





L 






































There Is But One! 


So recognized is the leadership of 1847 
Rocers Bros, Silverplate in the field of fine 
silverware, that others often seek to suggest 
its quality by similar sounding names... 
But sateen is not satin. Those who go part 
way in name, seldom go all the way in 
quality and craftsmanship ... The complete 
trade mark enchased on every piece thus: 
1847 Rocers Bros, ... insures your com- 
plete satisfaction through a lifetime of silver 
service... There is but one 1847 RoGeERs 
Bros. Silverplate. In service for 80 years, 
it is guaranteed without time-limit. 


PIECES OF 8 WEEK...... May 2Ist to May 28th 
In the Stores of leading Silverware Merchants. 


If you are beginning your silver service, or intend 
replacing an old service with a new one, your 
first, indispensable purchase should be THE PIECES 
oF 8 Set in 1847 Rocers Bros. Silverplate. Eight 
of each in knivts, forks and spoons, instead of the 
old-style, inadequate set of sixes. (Priced at 
$43.753 slightly higher in Canada.) 


The week of May 2zist will be celebrated by 
leading silverware merchants as the second anniver- 
sary of the pieces or 8 idea. In each merchant’s 
store there will be a gala display of Pieces oF 8 sets 


in chests, trays and gift boxes... an event of 


especial interest to the prospective wedding guest. 


1847 ROGERS BROS 


SILVERAPLATE 





New York, Cuicaco, San Francisco . . . . CANADA: INTERNATIONAL Sitver Company oF CaANnapA, Limitep, Hamitton, Ontario 


This advertisement appears in four colors in the Ladies’ Home Journal, May issue. 


2025. Printed in U. S. A, 
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No. 916 Mo-lyb-den-um Steel Nail 
Hammer, with Milled Claw. 


yr: 
ee om Sr wr 


Here’s the Answer 


Your customers have been looking for new tools to 

their modern needs. You will find the answer in this “Big 
Six” Sampler! 
Six distinctive tools! Each one a specialty—each one distinctly 
different from any tools you haveever sold! Before bringing 
out this TESTED line we mingled with hundreds of mechanics. 
We studied their up-to-the-minute needs, then built the tools 
to satisfy. For instance: 


All Carpenters Agree that 


75% Of A Nail Hammer Is Its Claaw— 


What did we do? We took our finest quality hammer, forged 
from Mo-lyb-den-um Steel, and milled the claw. This claw pulls 
the heaviest nail or finest brad, and never develops burrs or fins! 


An Electrician Showed Us The Need 
Of A Special Electrician’s Hammer— 


He asked for a hammer with a semi-straight claw suitable for 
prying, and for chipping joists, and he pointed out the convenience 
of a long poll for reaching into outlet boxes and over pipes. We de- 
signed the Electrician’s Hammer and it was an immediate success. 


2 No. 77 Electricians?’ Hammer 
New and Practical. 


s No. 20 Heavy Face Ripping 


Hammer. 


4 No. 92 Carpenters’ Special 


Hatchet. 


SS No. 81 Thin Bit Finishing 
Hatchet. 

An Extra Heavy Bell Face Ripping Hammer 
A Holiow-Ground, Full-Polished Hatchet 
Extra Thin Biade Finishing Hatchet 
Auto Camper’s Axe, Complete With Sheath 


Study these tools! Each one of them will give you something new to 
sell your customers. These are not ordinary tools; they will open new 
avenues of profit for you. 

, Order the “Big Six” Sampler today. You pay 
DO THIS: $8.50 ($8.85 from Denver, west). You get six 


Auto Campers’ Axe Com- 
plete, with Carrying Sheath. 


distinctive tools that you can resell easily for $13.50. You profit about iD 
$5.00 on this sample deal! Fair enough? . . Then send the coupon now! 

iii ae Ff mnie 
Tear off this Coupon | Evansville Tool Works, Inc., 


and Mail it to the— Gentlemen: Evansville, Indiana. 


Please ship one “Big Six” Sampler to us at once, and bill through 





erica ' our jobber. 
TOO RK » Inc. 
‘Riuiitllin, Trshainih ! a ee pe eeceevediaveasebws 
Ga eS GCE he aire. sno 4.0 acckcvcedsceceétsccebacecede 
Manufacturers } a 
ii a a ee eee. os ew ewdeunciebatwousee® 
Forty Years. 1.’ Shonen eee cs ecevdancedeieaonce 
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packages. 


“Cleanliness is next to Godliness” —in selling. 
Retail hardware men wouldn't sell an unpacked, dirty 
small handle if they started showing The American 
King line—in glassine envelopes. 


PE > 
ax 
= i A 
SS << 
<3 en. 


Sell what you would buy yourself—you would pay 
a few cents more for a clean, packaged, selected 
handle in a glassine envelope and you know it. That 
few cents is a whale of an increase in percentage of 
profit. 


We can help any jobber or retailer to 
make a profit on handles that he never 
before made. 


This is the day of smart selling. If you are not 
making money on handles, then it’s because you are 
not keeping up with developments. Find out what we 
are doing—write 


American Handle Company 


Jonesboro, Ark. 


~~ 





ATTRACTIVELY DISPLAYED 
PACKED 12 TO A CARTON 
EACH HANDLE ENCASED IN A GLASSINE. 
es ENVELOPE: 





“People like to 
buy’ merchandise m attractive 
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Careful Packing 


ESIDES being better bolts —that is, stronger, more accurately threaded, headed more 
securely and resistant to rust—Empire New Process Bolts (and the accurately 
sized, flawless, perfectly fitting Empire Nuts that go with them) are packed with unusual care. 


This is a valuable asset, both to the wholesaler and the retailer for it brings the goods to 
them in perfect condition, and protects the stock while in storage, so that the boxes are 
fresh and new when placed on the shelves, and the bolts and nuts free from rust and dirt. 
It pays to stock and sell Empire Bolts and Nuts exclusively. Any bolt or nut you need 
can be supplied you under the well known Empire Brand. The quality is UNIFORMLY 
better and prices are standard. 


RUSSELL, BURDSALL & WARD BOLT & NUT COMPANY 
Factories at PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 
Sales Offices at Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle, Portland 


- EMPIRE&.BOLTS 
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ORCO 


Trade Mark Registered 


THE ORIGINAL PATTERN 


STILLSON wrencu 





IT PAYS DEALERS TO CARRY MORCO PIPE WRENCHES 
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~ REZNOR ~ 
ORTHORAY 


The Business of 


Bringing in 


Heater Sales 








r 

ELLING gas heaters is just as easy for you KZ 
as it is for the other fellow—when you get 
on display a representative showing of the 


Reznor line, and let your trade know it! 


Solid, conservative yet ultra-modern, devel- 
oped by 40 years of gas heater experience, there 
is none today to compare with Reznor Orthoray. Unequalled in 
quick and direct heating capacity, surpassing in beauty and period 
ornamentation—and priced to bring you sales, not merely inquiries. 


The Advertising Sells 


Intense, spectacular, successful—repeating in even greater volume ~ 
the sales-making results of last season—the new 1928 advertising pro- 
gram of Reznor Orthorays literally leads heater buyers in through 
your doors. 










/ 
o 





To the millions of readers of The Saturday Evening Post, to the 
thousands who learn more intimately through 
the handsome little booklets, Reznor Orthoray 
will mean the ultimate in gas heaters. There 
is year-round profit for you in getting Reznor 
Orthorays on display now. 


Send For Your Catalog 


It illustrates the world’s most complete line of Gas 
Heaters. The heaters shown on this page, for example, 
are two of the most popular Reznor models. See the 
complete line. 


’ Reznor Manufacturit 
+) MERCER PEN 
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Here is the hose nozzle that sold 
by hundreds of thousands in its very 
first year. Dealers who stocked it, 
sald it. Placed on the counters of 
these dealers, Red Band Nozzles 
virtually sold themselves. 





Red Band Nozzles are aristocrats not 






treated FUbbOr, howe only in appearance but under the 

packed Tea hox“ratal surface as well. The handsome nickel 
le rite sampic. . ° . 

“ and distinctive Duco red band cover 






real quality that reveals itself when 
the nozzles have been used, and 
abused, in service. Made of forged 
brass, Red Band Nozzles are stronger 
and more durable than cast or 
wrought brass nozzles. 









Equipped with Mueller “Neverlose” threaded 
washers—the washers that never loosen, and 
end the possibility of leakage. These “live” 
rubber washers thread into the nozzle and 
“stay put” under every condition. 










Put a display box of Mueller Red Band 
Nozzles on your counter. You'll be gratified 
by the results. 


MUELLER BRASS CO. 
PORT HURON, MICH. 
Three Generations of Brass Making 
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Sy ; —You buy Geneva Woodcraft at 
| ’ ‘ -less than wholesale prices and 
! a2) re-sell at big profit. 
} . —You sell the paint or lacquer 
Pt \ , to finish the pieces. 
Le = —You sell the brushes and other 
} the work. 
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I Y materials to do the 
y/ This may be a fad, a craze or a 
i vogue for some, but it’s a real, 

genuine, business-getting, money- 

making opportunity for you. 

Join up with Geneva now and 

cash in on the millions being 

spent in educational advertising 

by the paint and lacquer makers. : 
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Introductory Offer 
Limited Time Only 









Send today for the 14-piece in- 
troductory assortment shown in 
this advertisement. When ship- 
ment arrives, set up and paint 







up a piece or two for samples— , 
put the whole lot in the window 
along with a display of color 














You'll be surprised at results and 
before you know it will be 
cleaned out with a good profit. 
c r s remarkable assort- 
ment only $15. f.o.b. factory, 
shipped knock-down, individually 
wrapped, complete with hardware. 


This assortment alone moves ap- 
proximately $42.75 worth of 
paints, lacquers and brushes. 
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We can make prompt shipments 
now. Better send in your order 


—— 
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Lot A early, so as not to be disap- 
. pointed. 

\ Circular showing complete line on 
9 request. 





.: ——— 
Geneva Mfg. Co. Fs 
a =< 
503 Stevens St., —— << 
GENEVA, ILL. 
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The Profits 


in your Window 





OUR window offers great opportunity for adver- 
tising products that net you a real profit. But 
the window must be attractive! 


This Valspar display has a lot of human interest 
and real sales value. It “dresses up” your window 
and attracts people to your store. It ties up with 
Valspar’s tremendous national advertising campaign, 
shows people where to buy. It is the finest window 
display ever produced to help increase your Valspar 
profits. 

Valentine & Company are always anxious to coop- 
erate with you in every way possible, and help you 
with your merchandising problems. 


Other Selling Helps 


Wire or write nearest Valentine office at once for 
our Special Offer of Real Sales Makers known as 
“The Valspar Deal.”’ 


VALENTINE & COMPANY 


386 Fourth Avenue, N. Y. C. 


Chicago Detroit 
2500 Prairie Ave. 10-254 General Motors Bldg. 


Boston 
49 Purchase St. 
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NY time you sit in a game 
with “cheap” paint, you are 
beaten before you start. The low- 
me aa rE is “apple-sauce.” 
t makes you think you are winning. 
That is one of “cheap” paint’s 
smart tricks. But the result is in- 
evitable.“Cheap” paint alwaysholds 
the winning wall No matter how 
ou play the cards you can’t win. 
e only doubtful point about the 
game is how much you will lose. 
“Cheap” paint is es priced be- 
cause it 1s cheaply made of chea 
materials. But it ng only 250 
re feet per gation, two coats. 
"Fine A dw P House Paint costs 
more per gallon. That is because 


gre erent) 











| painta 
| house 
with 


|APPLESAUCES 


it is made of the finest ingredients 
according to a scientifically “bal- 
anced” formula. 
But it covers 360 re per 
gallon, two coats. Some difference! 
Where you need 11 gallons of the 





_ Before 
39,046,677 
Readers! 
sy Fee 


sweeping “SWP vs. 
Paint” drive, 





“Cheap fh its inferior 
materials and “cheap” colors has 
— little resistance. 

ery early in life it begins to 
chip, crack, chalk and peel. The 
cheap-looking colors begin to fade 
and wash out. In a very short time 
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Many up-to-date painters use and en- 
dorse fine old SWP House Paint. They 
tell us that its equal in smoothness, 
covering, hiding and durability cannot 
possibly be produced by hand mixing. 
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en you burn or scrape f S, 2 ey tion. Even the most skillful 
it off and do it all over | | j cannot duplicate the Master 
again. & ; PA é' } Touch. It is purely Sherwin- 
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other hand, with its beau- 
tiful, weather-proof col- 
ors, gives you a stylish, 
shekSeakkisie job from the 
start. It weathers very 
slowly. And you can fig- 


ure upon an average of 5 


O 


a : 
GLOSS va 
FOR F 
OUTSIE vse , <i 
















GALI 





| i 
4 d. 
it 

































| Ty — Live —, - 
: E 
years: before repainting. ‘a She RWIN-WILLIA M 13,379,898 
_ Chis is very important a scroneg gue GACTERY: CLS Scgaee SWP M. 
Betsy when fo SS cee et 
VERO LITER Tee bo" Ge: aemene 










will be published 
this spring through 
the pager of Amer- 
fea’s most prominent 
farm papers, 




















This campaign will 
save thousands of 
dollars for the farm- 


Share in S-W dealers’ increasing profits! payer ped yee 


Here is the dramatic gambler ad! Another typical example of the smash- Sherwin 2 *Willtame 
ing double page thrillers that are winning thousands and thousands more ‘ 













paint-users to SWP House Paint. 


4 
Sherwin-Williams advertising increases in power season after season. It a 
is helping S-W dealers all over the country set new high records of turn- —é 

A 
”) 
iH 

Rh 














’ arnisn, 
Mf, or a copy of the 
in- Williams House- 






over and profit. 
Plan to have your share in the profitable business coming from the con- 









stantly increasing demand for fine old SWP House Paint—and all Sherwin- ZZ 
Williams paints, varnishes, enamels and lacquers. oF yn-Wiitsams Co 
THE SHERWIN-WILLIAMS Co, E and Varnish Makave 
402 Canal Road, N. W. n the World 












Cleveland, Ohio CLEVELAND, OHIO 


SHERWIN-WILLIAMS 
SWP HOUSE PAINT 


PAINTS «. VARNISHES ». LACQUERS « ENAMELS 
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A New and Better Method 


for Dealers ~- ~ 3» 


ISCARD the turpentine barrel in the back of the store and put 
in a row of handsome lithographed cans up front where they'll 
help make sales. j : 

Hercules Steam-distilled Wood Turpentine in quart, gallon, and 
5-gallon cans will save time and trouble for you and your customers. 
They'll do more than that: the guarantee printed on every container 
assures your customers that they’re buying pure unadulterated spirits 
of turpentine. You can be sure of the quality you are selling and also 
eliminate the waste incident to spilling and evaporation. You elim- 
inate, too, the slow messy job of filling bottles and cans. 

The modern way of selling turpentine is to reach up on the shelf 
and pull down a can of Hercules Steam-distilled Wood Turpentine 
every time you sell paint. You can get Hercules from your jobber. 


— —— Ee ee ee EEE GEE GE ee eee | 


HERCULES POWDER,COMPANY 


(INCORPORATED) 
956 Market Street, Wilmington, Delaware 
Please send me further information regarding Hercules Steam-distilled Wood Turpentine. 











Name Address 1617 
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Save Your 











Customers * 210.24 


EN your customers re- 

alize you offer such val- 
ues, watch your paint busi- 
ness double and re-double! 


That’s exactly what you do 
save them on the cost of 
keeping a house painted for 5 
years when you sell Quality 
paint such as Patton’s Sun- 
Proof, instead of cheap-price- 
per-gallon paint. 





Watch Patton’s Sun-Proof 
Paint advertising in Nation- 
al Magazines and Metropol- 
itan Newspapers for compar- 
ative cost chart showing the 
big money-saving secured 
by the use of Quality paint! 


* 


Send for a free copy of “Swat 
the Cheap Paint Hum-Bug!” 
Here’s a Quality paint with a 
new advertising and selling idea 
behind it—anda specially advan- 
tageous Exclusive Agency Propo- 
sition for dealers! Write today! 


Newark, N. J., Portland, Ore., 


ih 
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* LITHOPONE is a chemical precipitate of ZINC 
sulphide and barium sulphate. It is one of 
the whitest pigments known, and of extremely 
fine particle size. Lithopone has been adopted 
by all paint manufacturers asa quality pigment 
for all kinds of paints. The New Jersey Zinc 
Company's “‘Albalith’” (the super-lithopone) 
in combination with their “XX” Zinc Oxide 
is being nationally used in a remarkable num- 
ber of high-grade exterior paints. 
































Send for FREE BOOKLET! 





Remarkable hiding power, intense whiteness, 
and high spreading rate are characteristics of 
paints containing substantial proportions of 
lithopone.* They sell fast because they make 
high grade finishes at moderate cost. Already 
these qualities have made lithopone the most 
used pigment for interior paints. 


Following the perfection of “Albalith”— the 
light-proof super-lithopone—by The New Jersey 
Zinc Company in 1920, these outstanding ad- 
vantages in hiding power, intense whiteness and 
spreading rate led to its wide-spread adoption, 
in combination with zinc oxide, for exterior 
paint. Today more than four out of every five 
paint manufacturers maké an outside paint on 
a zinc oxide-lithopone base. 


Progressive painters are using zinc oxide-lithopone 
base paint on exterior work. Have you read the 
booklet which tells you the important part 
lithopone plays in interior and exterior paints? 











“Zin a quality buyer of 


Quality Paints (wee 
ATAPRICE |g 


We carry THREE /ines of 
























































How about your paint salesP Are you a PARA 
dealer or are you losing the business of price 


customers? 

PARA dealers know that to be “high grade,” paints do not 
have to be high priced. After a careful study of the merchan- 
dising problems of the retailer, we now make this amazing 
offer of a complete quality line at one low price. 

The first large manufacturer, to our knowledge, to meet the 
dealer half-way in making possible lower retail prices. 


A Quality Line at One Low Price! Beautiful 


This is your opportunity to secure the exclusive agency for the PARA Shades 
Including 


line (providing your trade territory has not already been closed). Your 0, bsid # 

opportunity to make a price appeal to price buyers with a recognized ,> oe og Whe he 
quality line, without risking the sacrifice of your reputation for square Vermillion en 
dealing. Blac 


BUY RIGHT and you can SELL RIGHT = CUST ONE PRICE 


. . with increased profits! With PARA paints you can meet the 
competition of the mail order house and the chain store. A quality 
paint at a price that will enable you to sell at a price. 











If you are interested and want to know more about this startling offer, write today for sample, 
color card and full particulars of the plan we have for you to sell more and better paint. 


The Para Paint & Varnish Company 


(Established 1876) 


3310 East 87th Street, Cleveland, Ohio 
MANUFACTURERS OF HIGH GRADE PAINTS FOR OVER 50 YEARS 
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This Coupon is for 


your convenience. 











WHITING-ADAMS COMPANY 


695 Harrison Avenue, Boston, Mass. 


We are interested in the Adams 
Display Stand. Please give us 
the details. 


Name. 





Address__ 





My Jobber is 














This new 24-Brush 


cAdams 
DISPLAY STAND 


makes extra 


Sales! 


Ov 18 inches wide, this new Adams Stand is 
the equivalent in display space of a flat 
surface 214 feet wide by 5 feet long. It is the 
throughly modern way to display 24 leading items 
from your brush stock. Helps you make every 
paint sale mean the sale of a brush—and to sell a 
better brush at a better profit. 


A Display Stand that is a regular Brush Department 


= Adams stand is a real piece of furniture, and a hand- 
some one. It is a new design based on a careful study of 
merchants’ interests. Displays the greatest number and variety 
of brushes in the smallest space. It revolves. Invites inspection 
and reminds your customers of brush needs at the point of 
sale. Each of its three wings holds 8 brushes—total display 
24 brushes. Beside each brush is a space for its price. It’s only 
32 inches high. It does not obstruct the view of shelf display. 
The wing spread is only 18 inches. Attractively lithographed 
in red, yellow, black and yray, it does sell more brushes. 


Ask how you can get this Adams Display Stand Free 


Is new display is part of a profit-proposition offered by 

the Adams distributor. It will display any special assort- 
ment, or representative Adams brushes from your regular 
stock. It pays to offer Adams quality in the low price brushes 
as well as in the professional tools. Ask your jobber for the 
details, or write Whiting-Adams Company, 695 Harrison 


Avenue, Boston, Mass. 

















cADAMS “BRUSHES 














C 








OUR BEST SALES ARGUMENT 









































is in knowing 
whats in the can 


tell on the label what's in the can. Likewise, it is the 
policy of The Martin-Senour Company, fearlessly and with- 
out compulsion, to print the formula of its paint on every 
label. That is and always will be your best sales argument 


’ i NHE Government Pure Food Law compels canners to 


—protection and profits for both you and your customers, 

That you may demonstrate to your complete satisfaction 
the genuine value of Monarch 100% Pure Paint, let us send 
you, free of charge, a full pint can. We want you to test it 
freely —for purity of whiteness, hiding and spreading 
capacity, easy working qualities, etc. 

Today, thousands of Martin-Senour dealers are satisfy- 
ing customers and securing repeat business because Mon- 
arch 100% Pure Padnt offers the greatest paint value on 
the American market. You can only expect to measure 
true paint economy by the materials from which the paint 
is made. Scientific research and the test of time have con- 
clusively proven that only pure carbonate of lead, pure 
zinc oxide, pure linseed oil, pure turpentine and turpentine 
drier and the necessary pure coloring matter can produce a 
paint such as Monarch 100% Pure. There can be no adul- 
teration or substitution. 

Let us send you this free can and full particulars about 
the Martin-Senour Successful Sales System. 


he MARTIN-SENOUR ©. 


ESTABLISHED 1878 


Chicago -Lincoln -Brooklyn- San Francisco -Los Angeles -Houston - Boston 
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«wow wnat YOu BUT 


Mag 
Proncers 00% Pont meses 


























OUR customers are no longer 

content with cheap adulterated 
varnish. Progressive dealers have 
learned through years of experience 
that it is much more profitable to 
handle a product that they can back 
up with full knowledge of its ingre- 
dients and performance. The Martin 
Varnish Formula of Purity is frankly 
printed on every can. 


If you are handling Martin’s 100% 
Pure Varnish, your varnish griefs are 
over—if not, we suggest you write 
us for full particulars and special 
dealer proposition. 

A quality product, a progressive 
merchandising policy, adequate pub- 
licity —this co-operation, we believe, 
will make your varnish sales more 
profitable. 
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“Have had wonderful success 
with the duPont Line,” says 
Fred M. Haas, successful merchant 


E. I. pu Pont pE Nemours & Co., INc. 
Paint Division, Philadelphia, Pa. 


Gentlemen : 


It affords me great pleasure to praise a wonderful line 
of paint products, such as the du Pont line. 


I have been selling the du Pont line for the past year 
and have had wonderful success with it and I regret very 
much that I did not start out with this line eight years 
ago when first entering into business, instead of groping 
along with a line that was not known to the 

public and was very sparingly advertised. 


I find that the du Pont line fairly sells itself, 
it cannot stay on the shelf, as the forceful 
magazine advertising; linked with wonderful 
newspaper advertising and elaborate window 
displays, simply buries the name du Pont so 
deeply into the prospective customer’s mind, 
that when he thinks of buying paints, var- 
nishes or lacquers, he thinks of du Pont, and 
then, too, he sees and reads of so many other 


commodities bearing the du Pont name which all goes to 
help the whole line. 


To make a long story short, everybody knows du Pont, 
from the first grade scholar to the aged grandfather and 
grandmother. One other thing I have noticed about the 
du Pont line and that is when you have sold a customer 
the first can you have made him a paint customer for- 
ever, as the quality of the products stand just as high 
as the name it bears. . 
Any person just entering into the paint business or any 
dealer who is groping along with some “Fly-by-Night” 
brand of paints as we were, should take a 
tumble and make every effort to secure the 
du Pont agency as it surely means dollars 
to him. 
Yours very truly, 


Frep M. HAas. 


P.S. I am sure if it had not been for the du 
Pont line my receipts would have fallen be- 
hind at least 25% in 1927. 


Write for introductory proposition on the du Pont 
line. For your convenience, use the coupon below. 


GU PONT 


Reg. U. 8, Pat, Off. 


DUCO 
Made by du Pont 


E. I. du Pont de Nemours & Co., Inc., HA-4 
Independence Square, 
Philadelphia, Pa. 


Gentlemen: Without obligating me in any way, please send 
me information on how I can make more profits in the 
paint and varnish business by taking on the du Pont line. 
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INSTEAD OF KALSOMINE OR WALLPAPER 
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One Minute Alabastine 


Look for the Cross and Circle 
printed in Red. Not a bad pach- 
age ina carload or a trainload. 


Alabastine FREE Help 
for Dealers 


Nowhere else can such effective dealer co- 
operation be secured as that given by Alabas- 
tine Company. 

Write TODA Y for our liberal array of dealer 

Ips — for window cards, counter displays, 
color cards, booklets illustrating Alabastine 
uses and new aline effects ‘cinined with 
Alabastine. 


Ask for information about the many uses for 
Alabastine Dry Positive Colors, our special 
Stencil offer, and other i ive cooperat 
and we will put you on list to receive our in- 
teresting FREE publication, “Brush and Pail 
which 30,000 dealers have found very helpful. 


All of these helps are tied in with and sup- 
by our extensive national advertising. 








: 





the 


b ew never lose a sale on account of color when handling 
Alabastine, the 20-color line. 

The colors of Alabastine mean—change—which is 
what home decorators want; something easily applied, 
beautiful, durable, economical, sanitary —that won't rub off 
but is easily washed off when redecoration is necessary. 
Alabastine has a 50-year reputation for satisfactorily sup- 
plying these qualifications. 

Keep Alabastine where people can see it. Take advan- 
tage of our extensive free helps for dealers. 

Our elaborate national advertising to TWENTY-FIVE 
MILLION homes monthly is reminding MILLIONS of 
present users about Alabastine, and they are being joined 
by a multitude of new users. 

When these customers come to your store, be prepared 
to give them what they want—the easily handled 5-pound 
packages of Alabastine, with full directions in each pack- 
age. No bother—but a good margin of profit for dealers. 


Any jobber can supply you with Alabastine. 


If you are not now carrying Alabastine in stock, you 
may correspond directly with us if you desire, and we will 
put you in touch with the proper jobber. 


ALABASTINE COMPANY 
823 Grandville Avenue, Grand Rapids, Mich. 


Rainbows 
COLOTS 000000 





25,000,000 homes reached Facts About Alabastine 
with ALABASTINE adsin | it2.20un) cedein sed panied theron” 


the following publications: 


Ladies’ Home Journal, Pictorial Review, 
McCalls Magazine, Country Gentleman, Good 
Housekeeping, Delineator, Woman’s Home 
Companion, People’s Home Journal, Modern 
Priscilla, Woman’s World, Holland’s Maga- 
zine, Needlecraft, Household Magazine, 
Better Homes & Gardens, People’s Popular 
Monthly, Farm Journal, Successful Farming, 
Farmer's Wife, Capper’s Farmer, Farm Life, 
Farm & Fireside, Hardware Dealer’s Maga- 
zine, Good Hardware, Hardware Retailer, 
Hardware Age, Southern Hardware, Amer- 
ican Paint & Oil Dealer and newspapers 
everywhere. 





3 


A dry powder ready to mix with cold or warm 
wate NE MINUTE AND IT’S READY TO 
USE. White and 20 colors—all numbered, 
to select from color card, and tone pnb | 
intermixing. Only wall brush ona pail needed. 

Suitable for all interior surfaces — plaster, wall 

d, brick, cement or canvas. 
by, fe not Kalepening but a uniform, fastins 
t tl tation - 
cellence- WITHOUT AN EQUAL. 
“x more wall per pound than any other 
nish. 


Won't rub off if lied; but wash 
df ne en eee 
sanitary, b iful, i ive, non-fading. 


One package will cover about 350 feet 
of emooth wall. 30,000 stores ecll Alabeotine. 
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Mixing WHITE-LEAD PAINT 
now matter of few minutes 


EASIER, QUICKER! 





New Dutch Boy soft paste white-lead cuts mixing 
costs, saves time and labor. Just pure white-lead and 


linseed oil— nothing else 


N Dutch Boy soft paste white-lead you have a product 
for painters and other paint buyers that saves time and 
labor, that cuts mixing costs. You give them the same, old- 
reliable white-lead they have always known, but they get it 
in a more convenient form. 

This new product is pure white-lead mixed with sufficient 
linseed oil to produce a soft or easy-to-thin paste. It comes 
ready for tinting and final thinning, reducing to brushing 
consistency with remarkable ease. With it pure white-lead 
paint can be mixed at the rate of a gallon a minute. 


Here’s all the user does: Stirs the paste a little, pours it 
from the keg into a mixing bucket, stirs in drier, oil, turps. 
The paint is now ready. 

With Dutch Boy soft paste white-lead, the customary first 
“breaking up” is eliminated. That part of the mixing is 
now done in the factory. 


How Dutch Boy Soft Paste is Sold 


The Dutch Boy trademark on each package guarantees 
4 that Dutch Boy soft paste white- 
lead contains pure white-lead and 
pure linseed oil—nothing else. Sold 
in 100 Ib. steel kegs, and in 50, 
25 and 12% Ib. steel pails, fitted 
with air-tight heads. 


’ , : NATIONAL LEAD COMPANY 


Dutch t paste white-lead is the ictl New York, 111 Broadway Boston, 800 Albany St. 
Ee atte oie eer cee Buffalo, 116 Oak St. Chicago, 900 West 18th St. 


phos lead oe oe under ree Dusch Bey trade-mark Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
re eee fairly Stout paste, it is a soft St. Louis, 722 Chestnut St. San Francisco, 235 Montgomery St. 
paste. In other words, it contains enough additional lin- Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
seed oil to eliminate the biggest part of the mixing job. Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut St. 


DUTCH BOY Soft Fuste WHITE - LEAD 
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magazine 
ads— 





“It’s about time somebody gave us 
advertising like this” 


HE dealer has to shoulder the 

blame (and probably lose future 
business) when a customer uses incor- 
rectly a finish he demanded by trade 
name. 

Therefore, acknowledging you as 
the final authority on ' 
“the special finish for 
each surface,” the 
dominant note in our 
1928 advertising will 
tell millions of readers 
of leading national 
magazines to “play 





sal finish...for 
F ope? 4 €ach Uric. 


Say dealers 


whatever they are going to decorate. 

In addition, our advertising features 
the appropriate uses of Sapolin Floor 
Finishes, Gildings, Stove Pipe Enamel, 
Hot Pipe and other Aluminum 


finishes, etc. 


SEND for the 
“Sapolin Buyers’ 
Guide”—a handy size 
book describing and il- 
lustrating in full 
colors, the complete 
line of Sapolin House- 
hold Decorative Spe- 





safe and consult you” cialties. 
as to whether they ENAMELS 
should use Sapolin alae” leas =e, INC. 
229 East 42nd Street 
Lacquer or Enamel for GILDINGS reap ye ae 
POLISHES 
WAXES 


Sapolin is not an experiment—been on the market fifty years 
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You Can’t Paint Masonry Surfaces 
With Apple Sauce Either 


HEAP oil paints have been run to cover. 

Concocters of inferior paints, whose sales 
story is based on Apple Sauce, are having a 
tough time of it. That is as it should be. 


We believe that the so-called “cement-paint” 
business can stand a few straightfor- 
ward truths about the materials used in 
their manufacture at this time. Those 
making good Portland Cement paints 
will profit—the others will have full 
justification for their cheap prices. 


The term cement-paint really 
doesn’t mean a thing. Glue is a cement. 


may be excellent for painting masonry sur- 
faces. We don’t presume to tell you that they 
are not. 


When you think of “cement” as applied to 

cement-paint we believe you are thinking of 

Portland Cement. Are we right? Ask 

the next man who tries to sell you 

cement-paint whether the base of it is 
actually Portland Cement. 


Medusa Portland Cement Paint is 
the original damp-proof covering for 
masonry walls made from a base of 
Portland Cement. It is Patented— 


So are gypsum, lime and even rubber. There’s ‘None and no one else can sell you exactly 
Paints made of any of these materials Exactly Like It the same material. 


THE SANDUSKY CEMENT COMPANY 


1002 The Engineers’ Bldg. 


Cleveland, Ohio 











THE SANDUSKY CEMENT COMPANY 





1002 The Engineers’ Bldg., Cleveland 


Send me complete information on Medusa , —F 4 

Portland Cement Paint, the Patented - MEDUSA! 

covering for masonry surfaces. CEMEMT | 
PAI i 


UNG fi oi Sn isin act wciesh Groans w hierchia im 


ae 


eee isahaia There’s a 
Exactly Like It 
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| MURALO ~@py PROCESS |} 
TRADE MARK REG. SIN U.S. PAT. OF Fa 


Wherever Colored Walls are Required 
Sl“lSUNTONE 


A WALL COATING OF RAINBOW TINTS 















Here is a wall coating perfected under a scientific process, manufactured 
with precise laboratory inspection that guarantee quality. It is a scientific 
wall coating which makes interior decorating much easier of accom- 
plishment and which gives the | semen geal or the home owner 

an unlimited variety of fast colors and tints. 


Far more economical than paint and easy to use, Suntone meets the 
modern vogue today for colored interior walls. 


For new construction or redecorating in every type of struc- 
ture there is a demand for Suntone and the dealer that 
gets behind it and pushes it will find it a profit maker 
of the first order. This has proved true wherever 

Suntone has been sold. 

If you are not already selling Suntone send 
for color chart of particulars. It is by 
far the most setiolecnory wall coating 

on the market today. 


Write Department J. 




















































cA Winner to Tie To 
MURALO Patching Plaster 


Muralo Patching Plaster is reliable, it 
fills every need of the painter-decorator 
—it is scientifically timed, 
uniform, neon - cracking 
or crumbling— it is just 
as good for repairing 
woodwork, brick, stone 
or concrete. A product 
with a wide market not 
only among painters but 
plumbers, electri- 
cians,home-owners 
and many crafts- 
men as well.Packed 
in handy sizes, 2’, 
5 and 25 lb. cartons. 


The Trade is Demanding 
MURALO Wall Size 


Painter-decorators are tired of taking 
chances on a wall size that isn’t certain 
of economical and satisfactory results. 
That is why Muralo Wall Size, a scientific 
product, is making money for dealers 
everywhere, because the trade is learning 
that it is the one ane that fully serves 
their purpose. It has ‘ 

extreme covering 
capacity, spreads 
smoothly and easily 
and stains cannot 
work through. 

mg tiny Size is a fast 
































































10 Ibs. 


Booklet Booklet on request. 























»\_ 
Manufactured by 
THE MURALO COMPANY, Inc. 


Founded 1894 
Specializing Exclusively in Decorative Wall Coatings, Cold Water Paints, Wall Sizes and Patching Plaster 
STATEN ISLAND, NEW YORK 
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Brushing Lacquer is selling 
are you getting your share? 








yy... a customer gives up time and money to 
lacquer something in the home, the finished 
result is his reward. If it is a mediocre job, his 
enthusiasm cools. If he achieves a superlatively 
fine result, he gets real excited and wants to 
lacquer everything in sight. 


Householders are more than enthusiastic 
over Murphy Brushing Lacquer.. It flows 
on so smoothly and sets so evenly and, 
with the least effort, gives a finish obvi- 
ously rich and lustrous. The user just 
naturally wants to duplicate his splen- 

did work all over the house. 


Painters, other experts in finishes, 
and the amateur public come back 
again and again for Murphy qual- 
ity and Murphy results. That is 
what has built our business. It 
can build greater lacquer sales 
for you, for exactly the same 
reasons. Are you getting - 
your share? 


MURPHY VARNISH 
COMPANY 


Newark San Francisco 
Cuicaco Monrreat 


This is one of a series 
of advertisements now 
appearing in large 
space in the Saturday 
Evening Post. 
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Painter's Trestle 





Close Top Extension Trestle | 























Extension Single 








a, Spruce Up and Sell Spruce Ladders | U0 4... 








Taper 








Spring Is Here! See the Painter, Carpenter, Plumber, Mason, Farmer and | 
Housewife. Sell Them a Ladder or a Step Ladder 


W. W. BABCOCK CO. 





This Display Sells Decalcomanias 


It’s our Special Dealer Assortment, 14 handsome 
designs, all live sellers for unpainted furniture. 
Costs $15.00, retails for $40.00. Every customer 
for the Decalcomanias is a prospect for Brushes 
and Lacquer. 


No charge for the Metal Sign. Write for details. 





Lewis & Freeman, ¢°2° ,,.. Cleveland, Ohio 


Bath, N. Y. 





Ae Rust AU) 


10; ad 











LP | BRUSH-NU COMPANY 
Ae, 





i? e) 
4 BALTIMORE MARYLAND Cs 

















from 


cover 
* cover~ 


Every advertisement, story, edi- 
torial and nmrarket report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 
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Customers cAre 


Too Valuable 
to Gamble With 


OUR customer quickly forgets 

whether he pays a little price or a 
big price for a can of paint, varnish* or 
enamel. But a poor job—that is some- 
thing he never forgets. Don’t gamble 
with his good-will — his good opinion of 
you. Insist on McDougall-Butler quality. 
Then you have made a customer for life. 


_~— Shea a. 
MLrugall-Bitkr Ce Src 
MAKERS OF . 
VARNISHES : ENAMELS : PAINTS 
BUFFALO, N. Y. 
New York Chicago Washington,D.C. Cleveland 


cf 


*U TILIVAR, an all surface utility var- 
nish to back 2) a good reputation. 




















Let Mr. 


PLASTIC 
WOOD * 
Get on ; 
the Job 











Plastic Wood does all kinds of practical jobs 
around the house—fills cracks, and holes; repairs 
loose handles, rungs, and casters; holds loose tiles; 
fixes cracked porcelain or bric-a-brac. It sells by 
itself and it helps the sale of other things—tools, 
hardware, paint, lacquer, varnish—for it makes 
household jobs a pleasure for everyone. 


Carried by Hardware and Paint Wholesalers 
Y, Ib. cam 35c each 1 Ib. can $1.00 each 
12 cans to a carton—less 33! % 


Addison-Leslie Company Manufacturers Canton, Mass. 








*A request on yourstore letterhead will bring a free quarter pound canof 
Plastic Wood for practical useor for making a Plastic Wood mannikin. 




















A Real Good Lacquer 
Sprayer Priced for 
Large Volume Sales! 


Here’s an excellent chance to net an extra 
profit on the annual spring rejuvenation of the 
home when porch furniture, garden furniture 
and many items of household furniture, to- 
gether with many a‘ family car will acquire a 
new coat of lacquer or paint. 


People have got the spraying idea. They know 
that it is infinitely easier, quicker and more 
convenient than brushing, and the Lowell Lac- 
R-Spray meets the demand for a good, low 
priced lacquer sprayer as no other equipment 
does. It functions perfectly—throws fine or 
coarse spray as desired, and costs no more than 
a good brush. 

Capitalize to the full extent on the big de- 

mand for lacquer sprayers this spring by 

stocking the Lowell Lac-R-Spray at once. 


If your jobber can’t supply you write us 
direct for proposition. 


A 


LOWELL 


SPECIALTY CO. 
LOWELL, MICHIGAN 
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There is a vast potential de- 
mand for Sweet’s Steel Posts in 
every section of the country. Farm 
and Estate owners, County and 
Municipal Engineers, Indus 

é Plants and Railroads combine to 
. : make this wonderful market whic 

P you as a dealer cannot afford to 
overlook. 

Sweet’s Steel Posts are rolled 
from the highest grade aan steel 
in our own mills,—they have been 
designed with engineeri ~ e — 
racy and have proved the 


rior stren and durabili 
both Inboratory and alters 


wind load tests. 


Why not sinitie today for our 
descriptive catalogue? 


SWEETS STE L COMPANY 


WILLIAMS! ORT, PA. 


= “= HARDY™ 


The HARDY Malleable Iron Clamp is made 
in 8 sizes: 214 in. to 10 in. inclusive, with Ball 
.and Socket Tip. Extra strong. The screw is 
made of heavy stock with deep Acme Thread, 
and Long Bearing, therefore No Broken Screws. 
Has heavy ribbed frame. Will not break. Costs 
no more, but worth much more. 
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MALLEABLE IRON CLAMP 


The HARDY line also includes 
Vises for Household and Garage 
use, Auto Jacks, Block Planes, Rim 
Tools and other Hardware and gees 
Household Specialties of depend- 
HARDY BLOCK PLANE able quality. 





Order from your Jobber or write 
us direct. 


Hardware §S pecialty | Mfg. Co. 


TEMPLE, Fos U.S.A. 
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You can sell typ Round-a- one for very wide throughout the door travel. 

openings by merely adding extra units of _ doors at Roller bearing wheels; vertical guide rollers and a 
center. Doors are flush; they = a. Fas bearing swivel, that will not wear loose, make “fos” 
By arranging for a swinging h ae to the doors roll ~~ and Fan 

other two—to swing under the "aes yo a nggen Pn of Write for A-P Catalog No. 95—the authoritative buying 
large radius may be used to give a free rolling action guide for all kinds of t building hardware. 


ALLITH-PROUTY COMPANY . - Danville, Illinois 


Manufacturers of 
Garage Door Hardware Spring Hinges Overhead 
Rolling Ladders Fire Door Hardware Deer Hangers 


SELL NO SUBSTITUTE 


— lower barrow 
cost per job—less 











—‘rivet assembly” instead of 
bolts keep the legs rigid. 


There should be more to a wheelbarrow than simply 
a tray, with a wheel, two legs and a couple of sticks 
hitched on. More than just any old perambulator 
made to sell cheap. There should be more — and 
there is more— you'll find it only in a Sterling. 
This one feature will save your customers three 
times as much money in longer service and less re- 
— than you could ever save them by sellin} them 

other wheelbarrow. Why take a chance— 
a ers don’t. 


This is another reason why dealers can sell more Sterlings. 

Write for our dealers proposition good discounts — good 

profit—extra heavy national advertising. Prompt service 

from factory warehouses at Chicago, New York, Philadelphia, 
Pittsburgh, Cleveland, Detroit, St. Louis. 


STERL TIHEET RA RPRPAUT COMPANY 
LINO YUL LULUALIW AG LTP we FE 


ilwaukee oe on ime Wisconsin 
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The most complete line—simplifies buying 


hE ae RE ate rs ee ary 


Stanley ‘*Kee Bolt”’ 
No. 1000 locks both 
doors automatically. 


The Stanley “Kee Bolt” 


for garage doors 


This newtype of garage bolt will attract your customers. 
Here are its advantages: 


ie 
2. 


4. 
5. 


Locks both doors automatically—top and bottom. 


A slight turn of the key releases bolt at top and bot- 
tom. Operates on inside by turning the handle. 


Can be used with any one of eight different makes 
of cylinders. 


Garage can be master-keycd to the house. 


Easily applied—adjustable for all doors. 


Tie up this bolt with your builders’ hardware depart- 
ment and give your customers a secure and convenient 
bolt for their garages. 


THE STANLEY WORKS . NEW BRITAIN, CONN. 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 


[STANLEY } 








¥ 
| 
a 
i 
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Forged, high grade steel. 


GRASS HOOKS 


These hooks WILL cut grass 


They are practical tools that anyone can use effectively. 
PERFECT TEMPER; takes and HOLDS a KEEN EDGE 
Easily re-sharpened. 

Off-set Hickory Handle, Full Grip, Fits the Hand 
Gives PERFECT BALANCE at Proper Angle for EASY CUTTING 


Forged, SCYTHE PATTERN, 
12 inch ribbed blade. 
Polished, blue enamel finish. 
Detachable handle. 





No. 1 “Hand Made” 
Natural black forge finish. 
Cutting edge polished. 
Hickory handle stained walnut. 


W. C. Kelly “Perfect” Long Handled Grass Hook—No. 5 


No. 5 “Perfect” Forged, SCYTHE PATTERN 12 inch ribbed blade, 44 inch handle. 
. Polished, blue enamel finish. 
Blade bolted to goose neck malleable shank, at proper angle for 
EASY CUTTING from NATURAL UPRIGHT POSITION. 


KELLY AXE & TOOL CO., Charleston, W. Va. 
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by the keenest 
buying brains in the country 


CASH TO KEEP 
No Refunds 


It is well to remember that the rivets of our 
manufacture “stay sold.” Your customers 
make no returns for refunds, because our 
rivets drive easily and clinch smoothly. 
Stock up on every size. For repeat busi- 
ness, first sell quality. Leave price to the 
quibblers. : 


RATT 


TUBULAR RIVET & STUD 
a= zee COMPANY 


J. T. MceDEVITT 
Postal Telegraph Building 


San Francisco, California BOSTON 
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inlet sania 


“The only hammer you Can sell 
me, or any man who knows 
hammers, is the one with ‘D. 
Maydole’ stamped on the head. 
There’s real tool steel, press- 
forged, in a Maydole and it has 
a handle of clear hickory that’s 
on there to stay.” 


The *Maydole reputation for 
honest value has been grow- 
ing steadily ever since David 
Maydole fashioned the first 
adz-eye hammer eighty-five 
years ago. You can cash in on 
this reputation. Recommend 
Maydole Hammers. 


Your jobber can supply you 
promptly with standard assort- 
ments or any styles or weights 
you want. Write us for Cat- 
alog. 


Maydole 


Hammers 
The David Maydole Hammer Co. Norwich NY 


1659 
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»> Pipe 
Wrench 





















No.25 
Wrench 
yA 








Screw 
Driver 





You can assure your customers that if “‘it's a 
Pexto’’ you have sold them a tool that is of highest 
quality, fully guaranteed as to workmanship and 
material and a tool that is designed to do properly 
the work for which it is intended. 


Take advantage of concentrating your purchases 
on this line. It will pay in the long run—as there 
are many little savings here and there such as freight 
allowance, bookkeeping, stock taking, ordering, pric- 
ing, etc.—all these little savings added together will 
give you extra profits. Multiply your purchasing 
power by concentration with safety—an ideal com- 
bination. 

The Pexto line covers a great variety of mechanic's 
hand tools, and if you do not have our No. 26T 
Catalog on your desk or in your file we would be 
glad to furnish you with one. 


Let's get better acquainted. 


The Peck, Stow & Wilcox Company 
SOUTHINGTON, CONN., U. S. A. 


Worth While Tools 























| We Predict a Real Success 

















for this Gentleman 


SOME time ago we received a letter from a young 

man in Massachusetts. At least, we suppose he 
is a young man. Certainly he is not too old to be 
progressive. 


He contemplated going into the hardware business, 
and this is what he had to say: 


“Your shovels do not seem to be in evidence in the 
stores in this section, but your ads in the Sat. Eve. 
Post reach a fine class of trade. We intend to stock 
lines that we can talk about and back up our state- 
ments if necessary. 


“We shall, of course, start on a very small scale, but 
with hope of future enlargement. Just now we are 
seeking the advice and co-operation of the manufac- 
turers, as we are new to the game, but with ideas we 
wish to try out—one of them being, as | said, to carry 
wellknown goods that we know are good at all times. 


We don’t know how it strikes you. But— 


Seems to us that this future hardware man has some 
real insight into the hardware business. Let’s ana- 
lyze this letter of his. 


WYOMING 


No. 163 








=» RED EDGE 
SHOVELS 


We Spent 50 Years Learning 
to Make One Grade of Shovel 


THE WYOMING SHOVEL WORKS, Wyoming, Pa. 




















“N/ZOUR shovels do not seem to be in 

evidence in this section.” Fine! The 
local hardware trade is overlooking a 
good bet. Here’s our chance to get ahead 


of the old-established firms. 


‘We intend to stock lines that we can talk about.” 
In other words, let the others carry the“just as goods,” 
“the also rans,” “the fair to middlings.” We are 
going to specialize on the leaders in each line. Let 
the other fellow talk price and shave his profits. 
We shall talk quality and get the profit that’s due us. 














‘We will carry well known goods.” Naturally. Well 
known brands, with reputations built by years of 






Bets owl sustained quality and national advertising, offer 
ei better volume and surer profits. 
oint 





Our correspondent professes himself to be new to 
the game. Maybe so. But he certainly senses the 


No. 31 oar oe : 
Garden Spade fundamental principles on which to found a profit- 


able hardware business. 


That letter set us thinking. ““Why is it,” we reflected, 
“that so many hardware men continually grouch 
about the low profits and the slow turnover in their 
business?” Finally we sat down and wrote a little 


book about it. 





To anyone, who thinks there is room for improve- 
ment in the way his store pays, we will be glad to 
send this little book, ‘‘What’s the Matter with the 


Hardware Business>”’ Just drop us a line. 


WYOMING 


RED EDGE 


SHOVELS 





No. 151 
General Purpose 


No. 351 Shovel 


Household 
Furnace 
Scoop 





Made by THE WYOMING SHOVEL WORKS, Wyoming, Pa. 
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Parkcycles 
Automobiles 
Velocipedes 
Coaster Wagons 
Scooters . 

Pedal Bikes 

Hand Cars 

Tricycles 

Doll Cabs 

Play Yard Equipment 
































CHILDREN'S 
DAY 


June 16th 
Be Ready! 


The Live 
American Boy 
Prefers 


as 


Children’s , 
Vehicles 


The Line Beautiful 
“KNOWN AROUND THE WORLD" 






Cash in, not only on the quality and merit and at- 
tractiveness of American Children’s Vehicles, but 
also cash in on the lure of the name. Every red-blooded 
boy that plays hard is a supreme nationalist. He is 
for America first, last and always. He is taught 
Americanism at school and he’ll swell with pride with 
a vehicle bearing the American name. Children’s Day 
is coming! Are you ready? The opportunity for 
many sales lies open before you. Act now! 


The 

Princeton Get In Touch With Your 

dee Jobber For A Children’s 
Day Assortment, Insist on 
Americans—the best. 


ASK ABOUT THE NEW AMERICAN BALLOON DISC 
WHEELS, ON SCOOTERS, WAGONS AND AUTOS! 


tional Pompany 


TOLEDO, OHIO, U.S.A. 
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Condensed Catalogue of famous brands 


of Solid Braided Cotton Cord, of all 











kinds and sizes, and 
for all purposes 


N THIS PAGE we illustrate and de- 

scribe various kinds of solid braided 
cotton cord, each the best of its kind and 
each developed to perfectly serve a spe- 
cific need. The facilities and experience 
acquired in more than fifty years are back 
of these products. 


Samson Small Lines 


Cae 


No. 4 


These lines do not stretch, kink or ravel; solid 
braided cotton yarn, with glazed finish. Four 
sizes: Nos. 3%, 4, 4% and 5. 


Phoenix Sash Cord 





Solid braided of good cotton yarn. It is uniform 
in size, quality and finish. 


Phoenix Awning Line 





7/32 in. dia. 


Flexible, but thoroughly stretched, with a 
smooth, glazed surface. Being made especially 
for running over small pulleys, it resists abra- 
sion. Ends do not ravel and therefore do not 
require whipping. Less kinking. Made in five 
sizes. 


Samson Spot 
Sash Cord 


The most durable 

material for hanging 
windows. Tough, pli- 
able, and strong—runs 
over pulleys without 
sound. Solid braided 
of extra quality cotton 
yarn spun in our own 
mills. 
Stretched and glazed; 
fully inspected; and 
guaranteed free from 
imperfections of braid 
or finish, 


Identified by the colored spots. Our Trade 
Mark Reg. U. S. Pat. Off. 





Black-Bird Clothes Line 





Made of white cotton yarn, solid braided 
like sash cord, but somewhat more flex- 
ible. Well stretched, and has a smooth, 
glazed finish that’is pleasant to handle. 
Is uniform in size and quality. 


Made in three sizes: Nos. 6 (3-16”), 7 
(7-32”) and 8 (1-4”), and put up in hanks 
containing 50 ft., 75 ft., and 100 ft. each, 
several connected, or on reels and tubes. 
Free display fixture furnished to help 
you sell. 


“There IS a Difference in Sash Cord” 


SAMSON CORDAGE WORKS 


88 BROAD STREET 


TRADE 












BosTON, MaAss. 


MARK 
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Are You Getting the 


Benefit? 


DEAS that will greatly help 

to overcome the many prob- 

lems of the hardware man 
are being made known regular- 
ly, through various channels of 
information. The most con- 
venient form for you is to get 
them from your trade paper. 
In this issue of HARDWARE AGE 
there is an unusually large list 
of subjects treated in a most 
understandable way. 

When you have read them, 
see how they are adapted to 
your needs, and if necessary 
modify or elaborate them, but 
put them to work. They will go 
a long way toward eliminating 
many of your problems. 





Read What They Say 
About Us 


I am inclodsing check herewith and 
take this opportunity of advising 
you that I derive a great deal of 
benefit from reading HARDWARE 
AcE and would not wish to be with- 
out it. 

H. B. Carsray, 
Ketchikan, Alaska. 





You will find inclosed my subscrip- 
tion to HARDWARE AcE. It is a great 
magazine and I read it from cover 
to cover every week. 

RaLtpH W. WHITE, 
37-20 20th Street, 
Jackson Heights, L. I. 





Inclosed find my check to cover 
subscription for 1928. I have en- 
joyed every issue during the past 
year. I would hardly know how to 
get along without the HARDWARE 
AGE 

(Signed) C. F. VoruHes, 
Columbus, Ohio. 
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The Wicked Giert apo a 


aoe great garage doors 
have been 1k e huge tem- 
oe devouring giants. They 

ave thought up more differ- 
ent ways of causing annoy- 
ance and ruffling tempers than 
any other type of door in the 
world. 


But their wicked ways now 
succumb to the si po gre Osi- 
tive, speedy clutc the 
McKinney Quicklock. This IS 
an advance in garage hard- 
ware. It is a socio bolt for 
doors that swing out. To open 
you insert key, turn, and both 
doors are released. To close, 
merely push the doors to and 
everything clicks into place. 








The entire mechanism is operated 
merely by turning a key in the lock, 
on the outside. This instantly releases 
the upper and lower gripper jaws, 
enabling one to open the doors with- 
out the annoyance of releasing foot 
and chain bolts on the inside. 


The Quicklock is placed on the active 
door which closes against two steel 
plates fastened to the inactive door 
and which act as an astragal. As soon 
as the active door is opened, the in- 
active door is free to be pulled open. 


It is so easy to install that much time 
is saved. There are no springs to 
hamper the installation or to get out 
of order afterwards. 














The vertical rods leading to the ipper 
and lower gripper jaws from the lock 
case are adjustable for any height of 
door. 


Of equal importance is the fact that 
this lock cannot be picked—a protect- 
ing case around the lower jaw makes 
it impossible for anyone to slip an 
instrument under the door in an effort 
to release this jaw. 


Send for literature on the Quicklock. 
It is the solution to the complete 
locking of a garage—all in one com- 
pact unit. Write McKinney Manufac 
turing Company, Pittsburgh, Pa. Offices 
in principal cities. Makers of McKinney 
Hinges and Forged Iron Hardware. 


McKINNEY 
QUICKLOCK 


A Latching bolt for garage doors that swing out 


SR URL GRE A RA, 


Ne HE 
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Chain Store Competition 





\ T HAT is the status of chain store 
competition from the stand- 
point of the individual retail 
hardware merchant; how big a factor 


is it, and what accounts for the appar- 
ent apprehension concerning it? 


Let’s drag this “Bugaboo” of chain 
store competition out into the light and 
look it over. If it is a real “Ogre,” 
let’s prepare to fight ogres; if it is 
merely another form of “The Life of 





Not 


Mere 
Matter 
of Items 


From the standpoint of hardware 
items therefore, the chain store compe- 
tition “Ogre” shrinks almost to a 
shadow. And yet, according to many 
practical level-headed hardware men. 
chain store competition casts a mighty 
mean shadow. 


But—you say: “If the competition 
referred to is confined to a mere one 
per cent of the items carried, how can 
it seriously affect the business as a 








Trade” let’s strip it of its mystery and 
meet it rationally as competition, rather 
than as something supernatural and invulnerable. 


Naturally, the competition to which we refer is 
confined to the selling of merchandise generally 
known as hardware. Competition of methods, or the 
mere general strife for the consumer’s dollar do not 
enter into this phase of the discussion. 


Considered from that standpoint, the question of 
stock range immediately arises. How many items 
generally regarded as hardware items are carried in 
the average chain store stock? Do you know? We 
doubt very much if hardware merchants generally 
have even an approximate idea of the number of 
hardware items carried by their chain store com- 
petitors. 

As a matter of fact, the actual number of hardware 
items carried in the average chain store stock, is 
small; less than one per cent of the number carried 
in the average retail hardware stock. If you doubt 
it, visit the so-called hardware department of a local 
chain store and take a mental inventory of the goods 
on display. It will not be hard to do because all 
chain store items are openly displayed. It is doubtful 
if you find more than a half of one per cent of items 
in direct competition with your stock. 


whole? Surely a progressive merchant 
can practically forget a competition 
which includes only one item to each one hundred of 
his stock. He could probably weed out one per cent 
of the items in his stock and never miss them.” 

They say that an elephant has a deadly fear of a 
mouse. Now, every one knows that a mouse could not 
actually harm an elephant, although it certainly shat- 
ters his morale. However, size is not always the de- 
ciding factor. The sting of a mosquito often spreads 
sickness and death. 

Efficient, energetic hardware merchants with clean. 
well arranged stores, and with merchandise displayed 
in accord with modern methods, earnestly contend 
that chain store competition, even though confined 
to one per cent of the items, is still a serious business 
problem. 

These merchants are in position to know. They 
are on the firing line, face to face with the one in- 
dividual who can make or break any retail business 
—the customer. It would seem therefore, that the 
number of hardware items carried is not in itself the 
vital factor in the present competitive situation. There 
is something more than a mere competition of num- 
bers involved. 

It may not be an “ogre” the independent hardware 
retailer faces, but it certainly isn’t a mouse. 
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Show Card 
Writing for the 


Beginner ~ 


By JOSEPH BERTRAM JOWITT 





Chapter Three on Outlining the Egyptian Alphabet 


HE first important thing neces- 

sary to a beginner’s success in 

learning show card writing is 
practical understandable modern in- 
structions. Few text books are writ- 
ten so a novice can. intelligently un- 
derstand them. Such books are only 
practical for personal instruction in 
the hands of a competent teacher who 
is always ready to patiently explain 
all the technical phrases and guide 
the beginner step by step through 
the awkward elementary stage. Gen- 
erally there is page after page of 
mystifying unnecessary “conversa- 
tion’ when all the average beginner 
desires to know is the names of the 
different alphabets, such as, “Full 
Roman,” Gothic, Egyptian, Script, 
Egyptian Block, Italics and Old Eng- 
lish. How to hold the brush while 
lettering. What kind of brushes to 
use for show card writing. The 
proper inks or water colors. The 
proper degree or slant to work upon. 
What kind of cardboard or supplies 
to get. How to design or lay out a 
show card. The above is all that is 
necessary for the average beginner 





to know in order to learn show card | 
writing. Good workmanship and | 
speed in lettering will only come with | 
patience and persistent practising. | 
Every one of the abové fundamentals | 
will be thoroughly covered in these 
articles in HarpWARE AGE, which | 
are primarily intended for beginners 
who desire to improve their opportu- 
nities and increase their earning 
power by taking up show card writing 
and have not the time or opportunity 
to attend a trade school. 

The object of these series of les- | 
sons is, of course, to help the hard- | 
ware salesman write plain, legible 
show cards without being compelled 
to follow intricate instructions. The 
beginner should take encouragement 
in the fact that his handiwork is not 
going to be scrutinized as if it were 
done by an expert; in other words, 
they are not offered for sale but were 
made to exploit the sale of merchan- 
dise. The writer in many instances 
has given personal instructions by 
mail. to the readers of HARDWARE 





AGE and is glad to help anyone who 
is following these series. The begin- | 


ner should not be discouraged if prog- 
ress is slow, because each show card 
produced is practice toward a better 
one. The writer knows several ex- 
cellent show card writers who learned 
how to write cards by buying a prac- 
tical outfit and practising at home of 
an evening. ‘There is another im- 
portant point the beginner should 
know when practising from an alpha- 
bet or copying the lettering on a show 


| card, which is that no two show card 


writers make their letters exactly 
alike. While each letter may be true 
to the original orthodox alphabet, 
there is ascertain distinct individu- 
ality in each man’s work just the 
same as in long-hand penmanship ; for 
instance, take some of the poster 
style of lettering; there is an unlim- 
ited field for personal expression in 
this class of lithography, more atten- 
tion being paid to the general lay-out 
and color scheme than to the forma- 
tion of the letters. 

The color scheme worked out on 
the show cards illustrated herewith is : 
background, light gray; lettering in 
white; shading and outlining in 
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black ; striped border around edge of 
cards in light green. The original 
size of these show cards was 14 x 22 
(one-half sheets ). 

The letters O, P, Q, R, S, T con- 
stitute the third subeiabae of the 
Egyptian alphabet. These letters 
were first done by roughly sketching 
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them out in lead pencil; proceed to 
follow the pencil lay-out with a No. 
6 Red Sable show card brush, which 
should be worked to a point on a 
piece of paper each time after it has 
been dipped in the ink. 
The beginner’s attention is directed 
to the arrows, which point to the di- 
rection each stroke should be 
taken in outlining; the num- 
bers indicate the sequence of 
_each stroke. The practice or 
exercise strokes are shown at 
the right on the alphabet 
plate. 

The beginner at show card 
writing is fortunate in that 
he will require but few tools 
to start with; an entire out- 
fit of brushes, pens and ink 
should cost around $5. 

The writer suggests the 
following: Three genuine 
Red Sable brushes (specify 
for show card writing), Nos. 
10, 12 and 14; one set of 
Speed Ball lettering pens: 
four 2-0z. jars of show card 
water color ink—white, 
black, red, blue; one small 
piece of art gum for erasing 
pencil lines ; one yardstick or 
footrule. These supplies 
may be purchased from the 
following firms: Joseph 
Mayer & Co., 25 East Four- 
teenth Street, New York; 


























Glantz, 289 
3ert L. Daly, 


Nathan 
York; 


Bowery, New 
Dayton, Ohio. 





Epitor’s NotE—Due to the limitations of 
black and white reproduction, the colors in 
the originals of these show cards do not 
show up. The cards carried green borders 
and underscoring of the words. These 
were very effective. 


YALE 
LOCKS 


for 


every purpose 


Popular pric Ices 




















96 HARDWARE AGE for APRIL 26, 1928 
9 





Why Is the Tired Business Man Tired? 


By Saunders Norvell 


HY are so many hardware men sending me 
express charges prepaid packages of tomato 
catsup? Has somebody started a chain? Am I 
the victim? Allow me to advise the trade at large that 
I am well stocked up on tomato catsup for some time 


to come. 
io- -* 


“Early to bed and early to rise makes a man healthy, 
wealthy and wise.”—Benjamin Franklin. 
k * * 


Last night, contrary to my usual custom, I went to 
bed early and slept for nine hours straight without 
turning over. This morning, I feel ten years younger. 
I walk with a spring in my step, I feel like working. 
The world is a wonderful place in which to live. All 
this makes me think about the advantages of occasionally 
resting and every now and then of taking a good night’s 
sleep. 


* *#* * 


This subject is of far more importance than you would 
imagine at first thought. No one expects an electric bat- 
tery to keep on functioning without being recharged. 
You don’t expect your automobile to keep on running 
without a new supply of gasoline. If each one of us 
is to consume and usc power either physically or men- 
tally, we must have some source from which to draw 
power—one of these sources, I am sure is rest. 

ok * * 

Here in New York there is a celebrated, much-in- 
demand, very highly paid surgeon. The physical, mental 
and nervous demands upon him are terrific. Every 
day, he is performing the most serious and delicate 
operations. Still when I talked to this surgeon, the 
other day, he seemed to be in the “pink” of physical 
perfection, good color, clear eyes, and steady hands 
“How do you keep up the pace?” I inquired. He 
smiled and replied that one could store up energy by 
resting. He told me that he worked until he began 
to feel the strain and then he went down to a farm in the 
hill country of Tennessee. This farm is owned by one 
of his relatives; it is in the East Tennessee Mountains 
where they know how to prepare corn juice, and where 
if a stranger travels along an unfrequented road he is 
liable to meet a native with a rifle carelessly thrown over 
his arm, and he will be questioned as to where he is 
from, where he is going, and what his business happens 
to be! : 

This surgeon hails from this district. All of the natives 
know him, but when he returns home to the quiet farm 
house where there is no telephone, no electric light, no 
hot and cold water, he goes to bed and stays in bed for 
a week. When he has been well rested, then from miles 
around the neighbors bring in the sick and the lame 
and the blind, and he treats them all free of charge in 
this out-of-the-way place—in this wilderness—this great 
surgeon recharges his batteries. 


*x* * * 


I knew Joseph W. Folk, the former Governor of 
Missouri very well indeed. Mr. Folk was prosecuting 





attorney of St. Louis when they cleaned out the grafters 
in the City Hall. He even went after those who were 
higher up and some of the prominent citizens of St. 
Louis decided to take a foreign trip. Joe Folk was also 
from Tennessee. He had a large measure of the 
Tennessee “frying pan” courage. Come to think of it, 
the bravest man among the Americans in the World War 
also came from Tennessee. He was also raised out of 
the “frying pan”—without a telephone; without elec- 
tric lights, and without hot and cold water—just water 
from the well. 

But I am wandering from the point of my story. Folk 
worked night and day. His life wasn’t worth fifteen 
cents. Time after time, assassinations were attempted. 
Returning once from Denver on the’ train with Joe Folk, 
I asked him about those strenuous days, and I also in- 
quired how he kept up his energy. “It seems to me” I 
said, “with the terrific nervous strain, as well as with 
the hard work, you would have broken down.” Joe 
smiled, “Why,” he answered, “that wasn’t nearly as hard 
as campaigning—traveling around the country sleeping 
anywhere and everywhere, making several speeches a 
day and putting up with all kinds. of conditions.” 
“Well,” I inquired, “what was your secret of recharg- 
ing your batteries?” “Yes, it is a secret,” replied Joe, 
“Possibly some of my constituents would have with- 
drawn their support if they knew my secret—it was 
regularly my habit when I was prosecuting these graft 
cases, and when I was campaigning, to go to bed Satur- 
day night and not get up until Monday morning. In 
fact, frequently, 1 would hide away in some hotel where 
only my secretary knew where I was to be found.” 
Joe is dead and gone now, so it makes no difference 
if I tell his secret-—a few votes more or less don’t 


count now. 
* * * 


4 

When I was a travefing salesman, I worked pretty 
hard. It was a common thing to sleep in two or three 
beds the same night, or to finish my sleep in a hard 
chair in the early morning, in front of a Cannon stove 
in some hotel office in a small town. In those days, 
we did not have automobiles. The caboose of a freight 
train was a familiar resting place. In order to make 
time, I would have to pass a town and then double back. 
All of the veteran salesmen who read this will know 
what I mean. I always preferred to sell goods at night. 
There were fewer interruptions. Then there were long 
team trips. Frequently, I drove all night in order to 
save a day. When I had to drive from Waukeeny, 
Kan., to Leonora, I would strap myself under the arms 
to the back of the buggy, so when I went to sleep, I 
would not fall out. ‘ 

How beautiful were those sunrises on the Western 
plains of Kansas! With what great, full notes, the 
meadow lark would greet the freshness of the dawn! 
Those were strenuous days—the land was full of cov- 
ered wagons, new towns were being started everywhere. 
Places to sleep and sleep itself were a secondary con- 
sideration. Must I confess that I too had the habit of 
going to bed Saturday night and never getting up until 
Monday morning? What glorious Sundays of rest I 


| 
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have spent in some of those windy, clear-aired, sunshiny 
Kansas towns. Of course, I would pretend to be sick 
because anyone who would stay in bed all day without 
actually being ill would have been looked upon with 
suspicion. 

In my early experience as a salesman, I traveled in 
southeastern Missouri. How often I have crossed over 
the great Mississippi River from Bird’s Point to Cairo 
to spend all day Sunday in bed at the Halliday House! 
After the accommodations with which I was familiar in 
the swamps of Missouri, the Halliday House was to me 
like an oriental palace. Sometimes I would get up 
Sunday night. When one had taken a hot bath and a 
rub-down after being in bed all night and all day, what 
an appetite you would acquire for one of those Halliday 
House dinners? Then Monday morning I was ready 
with batteries fully charged to meet all comers. 

* 


Napoleon Bonaparte, when exhausted, called for a 
hot bath. He would sit in this bath for hours ; he would 
even read important papers of state sitting in his tub. 
When he arrived in Paris after the disastrous Battle 
of Waterloo, the first thing he did was to take a hot bath. 

* Ox 


Benjamin Franklin was also addicted to hot baths. 
He had a little shelf, broad enough to hold a book in a 
convenient manner, and this shelf was placed across the 
bathtub. As Franklin sat and steamed in the tub, he 
saved time by reading his book. 

ae * 

Dr. Millikan, President of the California Institute of 
Technology is one of the great scientists of the world. 
For his researches into the structure of the atom he 
received the Nobel Prize in Physics in 1923. The sub- 
ject of his most importarit studies in recent years has 
been COSMIC RAYS. Now the problem in physics is 
whether this world at some remote time in the past 
received power through some great source and got 
started, and since then has been steadily disintegrating 
and running down, just like a clock would run down 
when the power of the wound-up main spring gradually 
was used up. Some scientists believe that the world is 
just naturally wearing out and in time will grow cold, 
cease to support life and gradually fall back into the 
gases from which it evolved. Now Dr. Millikan, in his 
researches into the COSMIC RAYS has made discover- 
ies that lead scientists to believe that this world instead of 
disintegrating is a continuously evolving world. In 
other words, the power and energy that is consumed is 
being reproduced.—In fact that there is a great surplus 
in various reservoirs of power and energy that has 
never yet been tapped. Up to the time of the recent 
discoveries of Dr. Millikan, there had been no evidence 
that in this world there was a building or creative process 
in progress. Dr. Millikan’s experiments constitute the 
first discovery of any such evidences. 

. oe 

It has been thought that human beings start life with 
a certain amount of energy and after this energy is used 
up, we grow old, become feeble and finally pass away? 
Suppose it is discovered that there are sources of re- 
newing life, and that instead of disintegrating, one can 
continue to build up energy and so prolong life almost 


indefinitely. 
*x* * * 


The average animal usually lives from six to eight 
times the time between its birth and full maturity. An 
animal, for instance, that‘takes a year to develop usually 





lives six or eight years. Following this same theory 
with man as he develops up to twenty years of age, the 
life of a man instead of being about seventy years, 
should be from one hundred twenty to one hundred sixty 
years. 

* * * 

Until recently it was generally believed when a person 
developed pernicious anemia that the disease was fatal— 
even with blood transfusions the patient, at best, would 
only live four or five years. Now it has been dis- 
covered that in common ordinary calves liver there are 
some elements that cure pernicious anemia. This treat- 
ment is now being generally used, and there are hun- 
dreds of cases where cures have been effected. I refer 
to this liver treatment to illustrate the point that the 
time may come when it will be discovered that certain 
other elements can be found that will cure cancer and 
other diseases. In fact, I haven’t the slightest doubt 
that as science progresses, the time will come when we 
will even know how to retard old age itself! 

I have had occasion in my life to come in close con- 
tact and study the lives of some very old people. A 
close relative of mine will celebrate his one hundredth 
birthday next December. The past week, I received a 
letter from him—written in pencil and quite legible. The 
mind of this man is perfectly clear, although his hear- 
ing and sight are not very good. What has been the 
cause of his longevity I attribute it first, to heredity. 
He comes of a long-lived family; next, to a very even 
and philosophical mind. He has not taken his troubles 
very seriously; and last, by possibly leading a very 
regular life. He has never lost much sleep and he 
has never attempted to burn the candle at both ends. He 
retired from business forty years ago! 

x * * 


The moral of this seems to be that we should adopt 
the philosophy of the tramp who said that he was never 
sleepy and never tired. When he was asked how he 
worked this out, he replied, that he always slept before 
he got sleepy, and always rested before he got tired. 
It is a very bad thing, indeed to become fatigued. Every 
doctor will tell you this. It is especially bad to go 
through a long period of fatigue. All kinds of complica- 
tions start as a result of over-fatigue. I believe that it 
isn’t only possible, as we all know, by rest to overcome 
fatigue, but I believe we can anticipate fatigue by rest- 
ing in advance! I think it is possible to store up sleep. 
For instance: The convention at Biloxi, Miss., is now 
in full swing. Those who return will, no doubt, be 
very much in need of sleep, after having had their 
vacation—they will need rest. Now I believe before 
attending any of these conventions with all of their 
room-parties, one should store up a lot of sleep in 
advance. 

* * * 

However, the week-end party, to my mind, is the most 
dangerous thing that has been devised in modern 
civilization. We work hard all week looking forward 
to the rest we will have at the end of the week and 
then attend a week-end party—or the week-end party 
comes to our house. In either event, there is nothing 
in my opinion that uses up more energy and power than 
one of these week-end parties. 

Then, how do we recover the loss of power? How 
do we meet Dr. Millikan’s theory of renewing the life 
forces within us—when Monday morning we rise up 
early and catch an early train back to the city and go 
to work without having recharged our batteries. We 


return to our desks worn out! 
(Continued on page 148) 
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Why Polish Shovels? 


Again, With One Exception, the Opinions on the 
Subject “Why Polish Shovels’? Agree That Black 
Goods Are More Satisfactory Merchandise All Round 


Hugh McKnight Agrees 


66 ALL the reasons set forth by the 

article “Why Polish Shovels ?” 
are true and correct. One point 
might be brought out somewhat 
clearer. The temper is put into the 
shovel blades after all working proc- 








HUGH F. McKNIGHT 











esses have been gone through. To 
temper, the shovel blades are heated 
to a given temperature as in a lead 
bath or to a red color known to the 
trained eye of the workman to whom 
the tempering or hardening is en- 
trusted. Then the blades are quenched 
in an oil bath or in water—the degree 
of hardness being determined by the 
length of time of the immersion; 
also the analysis of the steel would 
have a bearing on the length of time 
immersed. This process of tempering 
simply changes the molecular struc- 
ture of the steel and naturally the 
hardest particles are on the exposed 
surface. As a matter of fact, if the 
blades were hardened through their 
entire thickness there would be no 
“spring” to the blades and the break- 
age would be quite frequent. When 
the tempered blades are polished, the 
outer film or the hardest part of the 
blades is ground away and if done 








too quickly are apt to heat to such an 
extent as to “draw” the temper, 
thereby softening the shovels, short- 
ening the life of same.” 
(Signed) Hucu F. McKnicurt, 
Pittsburgh, Pa., 
N.R. H. A. Director. 
Past Pres. P. A. S. H. A. 





Sells Only Black Shovels 


66 HE fact that we eliminated 

polished shovels from our 
stocks some eight years ago should 
be sufficient evidence that we are in 








HARRY D. KAISER 











hearty accord with your recent edi- 
torial on “Why Polish Shovels.” 

“The shovel users seemed few, in- 
deed, who were willing to pay the 
extra cost merely to have an ‘attrac- 
tive looking’ shovel. 

“Our sales on shovels have been 
greatly increased in the past few 
years and we have no records of any 
lost sales through having no polished 
shovels.” 

(Signed) Harry D. Kaiser, 
Kaiser Bros., 
Philadelphia, Pa. 
Past Pres. P. A. S. H. A. 


| Suggests Only Polished 
| Shovels 


(667 DISAGREE with the view- 
| point that shovels should be 
black or natural finished. It requires 
|more energy to push a black shovel 
into any part of Mother Earth, into a 














ALFRED ROSENBERG 











gravel Pile, or a sand hill, for the rea- 
son that a black shovel, if you look 
|at it through a strong glass, will be 
| found completely covered with hills 
and valleys that try the strength of 
the user. A polished shovel costing 
|not more than a dollar and a half per 
dozen additional will save twice that 
amount in human energy. 

“The man who uses the shovel is 
the fellow who knows. Simplifica- 
tion is a wonderful process of elimi- 
nating numberless, superfluous items 
that fill the shelves of the hardware 
stores. 

“Tf any simplification is desired in 
the shovel industry, why not sell all 
polished shovels and no black ones. 

“This would make it possible to 
| keep inventories at a minimum. An- 
other example of why a polished 
shovel is preferable to a black shovel 
is the fact that a cast-steel moldboard 
plow will not compare in turning a 
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furrow with the highly polished har- 
dened steel moldboard that does a 
perfect job of plowing in most any 
soil, 

“Ask the man who uses the shovel, 
not the retailer, the jobber, or the 
manufacturer; and why expend 
human energy needlessly in prefer- 
ence to money? Another reason that 


a polished shovel is preferable to a | 
black shovel is that it is easier to sell | 


any merchandise that appeals to the 
eye.” 
(Signed) ALFRED ROSENBERG, 
Star Hardware Co., 
Rockville, Conn. 


Sees No Reason 
6é RANKLY, 


we see no 
reason for the high 
polish on the com- 
mon shovel. We 
find the sale of 
shovels is not af- 
fected to any ap- 
preciable extent by 
the finish. The 
customers seem to 
be more interested 
in the weight, hang and handles of the 
shovels than the finish of*the blades. 
“Polish adds to the display value 
of the shovels but manufacturers 
could easily overcome the so-called 
dead appearance of the rough black 
finish by the use of bright colored 
bands of paint or lacquer. Some 
shovel manufacturers have already 
done this, with good results. 
“An educational program by the 
shovel manufacturers to the jobber 
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and retailer would, no doubt, greatly 
increase the use of unpolished | 
shovels”. 
(Signed) E. K. DENECKE, 
Sales Manager, 
James & Hawkins, Inc., 
Jamaica, N.Y. 


Buys Only the Black 


iT) E do not buy polished 

shovels but buy the black 
goods because, as you say, they are 
cheaper and wear longer. We cer- 
tainly do not see any good reason for 
having them polished, and think it is 
a waste of time and money.” 


(Signed) D. D. PEDEN, 
Peden Iron & Steel Co., 





Houston, Tex. 


Natural Finish Better 


66T is my opinion: Shovels, 
scoops, spades, rakes, hoes and 


| other implements used in dirt are 


much better in the natural finish than 
polished. 

“Take any of the above tools, par- 
ticularly those that are slow sellers 
(except in season ), and if they should 
rust, which is likely to happen while 
in transit, due to a wet spell or the 
merchant may thoughtlessly store 
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them in a damp part of the building, 
polished ones will rust more readily 
than the black, and what is more 
ugly looking than a rusty shovel or 
other such implement : also, it is very 
hard to sell at any price; further- 
more, it is a natural conclusion, pol- 
ishing these tools take away a good 
part of the wearing qualities. 
(Signed) Henry ROHLFs, 
H. W. Rohlfs & Son, 
Brooklyn, N. Y. 





John Wanamaker’s Rules for Failure 





An unsuccessful man does not have to look far for 
the cause of his trouble. It generally is in himself. It 
may be any one of this dozen of little things. 


1. He forgets that his worth is manifest by what he 
produces in management or sales. 


2. He finds excuses for not doing instead of finding 
ways to do what should be done. 


3. The world goes ahead in almost every direction, 
and he keeps on the humdrum turnpike where somebody 
will have to pay the tolls. 


4. He is not observant, accurate or thoughtful. 
5. He is sailing by the broken compass of chance. 


6. He flatters himself by comparing himself in his 
own mirror instead of with others that have passed him 
in the race. 

7. He thinks nobody notices that he has fallen behind. 

8. ‘He does not love his work as he used to and, there- 
fore, his enthusiasms have been lost. 

9. He puts off too many things until tomorrow. 

10. He is unconscious of being much of his time and 
lets the days go by lacking results he could have ob- 
tained. 

11. His lack of thoroughness blocks his leadership. 

12. However honorable, he fails to realize that his 
example affects others. 
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There Is a Good Lesson in the 


Three Panel Layout 


By Guy Hubbart 


HE advertisement reproduced here has three use- 
ful lessons in it for the hardware merchant in the 
smaller city. The lessons are advertising lessons 
of a very practical kind, because they show not only the 
“how” of the thing but 


In No. 2 the space is given to one item, kitchen 
cabinets and bases for them. This item appeals specific- 
ally to women, as do the ranges, moth bags and porch 
gates, and will of course influence the sale of many 

other items. 





the “why”. In other Then, taking all the 
words, mechanical points items, here is another 
and merchandising Wh Regularly Scheduled ay hg are yi 
ints. one typical items foun 
a y Space Is Worth Its Cost in the stock of every 


A Lesson in Make-up 


The space is 6 columns 
wide and 6% inches deep 
—39 newspaper inches. 
It is divided into three 
equal sections, each two 
columns in width. Each 
section is large enough 
to hold six items with 
room for display and 
cuts and the usual head 
leader and _ signature. 
And this brings out two 
practical points largely 
overlooked by many mer- 


of similar goods. 





People who need hardware and house- 
wares items, eighty times out of a hun- 
dred go to a store whose advertisement 
reaches them nearest the time the need 
for goods arises. This is especially true 
in towns where competition between 
several stores is keen, that is where all 
the stores carry wide and varied stocks 
That is why every 
merchant ought to plan for regular in- 
sertions as often as possible. 


hardware store in any 
town where this ad could 
have appeared in the 
newspaper. So it is 
reasonable to conclude 
that if the six nearest 
competitors of the store 
did not publish ads the 
day this one appeared, 
the bulk of the week’s 
purchases of these items 
in that town went to that 
store. This does not 
necessarily mean that no 
one visited the other 








chants when they are 
planning an ad to appear in the local newspaper, 

The first point is that this kind of layout gives all 
the items a good showing so the customer can see them 
easily, and the equal size sections give the whole ad what 
is known as space dominance—makes it seem to occupy 
more space than it really does. This optical illusion 
helps the customer and does not cost the merchant any- 
thing extra except the small mental effort used in plan- 
ning the layout. 

Second, after the ad has run as it stands, the layout 
can be used for three follow up ads, each one-third the 
original. All that is needed so far as layout goes is to 
put a new heading where the numbers 1, 2 and 3 are and 
a signature where the X and XX are. Some stores 
would repeat the items as they stand in each section 
when the section is used as a complete ad. Others 
would put in new items which of course is a better idea, 
because the bigger the variety of goods featured in four 
ads over a period the better the selling power of space. 
That much for the mechanical lesson. 


Merchandising the Space 


Notice how cleverly the merchant who got up this ad 
picked his items. He picked them so the ad would cover 
a wide diversity of needs. Taking the items panel by 
panel as numbered: 

In No.:1 there are six items, gas ranges, lawn mowers, 
porch gates and lawn rakes, all in increased demand as 
spring opens up. 

In No. 2 there are four items, moth bags, garden hose, 
step ladders, and trash cans, all seasonable items in 
April and May. 


stores, but the fact is 
that people as a rule go to the store whose ad reaches 
them nearest the time the need for a certain article 
arises. 

There is no guess work about this for research has 
proved time and again that the store with the best 
seasonal volume is the one that advertises regularly 
and picks items to fit the season. Single exceptions 
prove nothing to the contrary because cost of selling is 
a factor and the non-advertising stores cost is always 
unduly high no matter what its volume may be. 

Referring again to the item selection in this model ad 
notice that only ten articles are featured instead of 
twenty or thirty as is often the case. Evidently this 
merchant is familiar with the fact a few carefully 
selected items increase returns, while a jumble of this 
and that picked at random decreases returns. 

The price ranges when added up total $150.20 and 
out of ten ranges four are under $3—another point 
worth the attention of hardware merchants who want the 
best results from newspaper space and circulation. 

This selection could be improved by adding to the list 
of items one or two from this list of stocks: glassware, 
crockery, kitchen cutlery, alarm clocks, door and win- 
dow screens, all in continuous demand after April first. 

There is just one weakness in this otherwise excel- 
lently merchandised ad—comparative prices. Even if 
presented in good faith, which they were in this case, 
comparative prices never increase either returns on items 
in the ad or general returns. The effect is usually the 
opposite ; customers begin to wonder why the store cuts 
prices on good goods. Doubt always causes shopping 
around to see what the other stores are doing. This 
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invariably cuts down direct returns for any single day’s 
advertising and in the long run weakens the customers 
confidence and interest in all advertising. 

Hardware advertising in the newspapers does three 
things for customers. 1. Reminds them of things they 
need. 2. Awakens needs for new things, and 3, centers 
interest in specific store’s goods. The extent to which 
advertising does these things depends almost entirely 
on the three lessons outlined above in connection with 


the reproduced ad. And while layout and display are 
important, the main point is careful selection of items. 

Now and then an ad with “just anything” in it sells 
goods, but now-and-then results are costly. What the 
hardware store needs everyday is an increase of volume, 
an increase of average sale and general activity of all 
lines carried. 

Careful selection of items to advertise is the quick and” 





sure way to gain all three. 
“~ 


housewife 




















What every 
should have— 
venience—to save steps 


for con 


$9.90 














$75 All- White 
Gas Ranges 


With 16-Inch Oven 
Size at— 


$99 


—Another shipment of 
those very finer ranges 
that caused such a stir a 
few weeks ago! Porcelain 
lined ovens and broilers. 
With large utility drawer 
for cutlery and utensils. 


This Range with 


Oven Heat Control, 
$65 


$10.45 Ball-Bearing 
Lawn Mowers, $8.95 
—-Henley Pilot Mower— 
lf-inch size with 9-inch 
wheels and 4-blade reel 
Self-adjusting. 


$1.49 Porch Gates, 
$1.00 
—Adjustable from 3 to 5 
feet. Made of weather- 
proof lumber — complete 
with hinges and clasp 


98e Lawn Kakes, 
75e 

quality wire 
2-tooth. 75¢ 


—Superior 
lawn rakes. 1 





19c Garment 
Bags, 35¢ 
(3 for $1) 


— Many people claim 
these bags indispensable 
—for they're moth-pruof 
and cedarized. . Side open- 
ing and equipped with 
swivel hook. Made roowy 
enough to hold 3 gar- 


ments 26 inches wide 
and 57 inches long. Mon- 
day in the Sale for 
Homes, %5c, or three 
for $1 
Phone Orders 
Taken! 





q —Just what the average ‘tetera > I 
home misses — cabinet i l - ? _ fil 
pans, cleaning needs, 4 oun y | { 
extra dishes and the like Vv Y) | 

$7.50 Goodyear that generally have no } pe el | ij 

e lace! 681% inches high, ae | 

ose, $5.98 P 2 

Garden H z 19 inches wide and 13 f 8 

—In 50-ft lengths witb inches deep. With six | | 
coupling. This hose ts roomy shelves. Gray and 


non-kink and guaranteed 
for 3 years. 


$2.25 Stepladders. 
$1.79 

—6-ft. size with iron rod 

under each step. Of white 

pine lumber. 


$2.49 Laweo Trash 
Cans, $1.89 


The popular 24-gallon 
size Corrugated to in 
sure extra wear. With 
side handles. 


—sixth Fleer, Fair Store. 


white enamel finish 


—A same size cabinet for 
brooms, mops and other 
cleaning needs at $9.50. 











Enameled Cabinet 
Bases at $9.50 


Also, gray ar nd wiite 


' 
; enatne led with o7\27-ir 
} porcelain top, with slid 


ing pan rack on door, pan 
compartment and cutlery 
drawer $9.50 








? 








dtey ptney 














Coming Hardware Conventions 


AMERICAN STEEL AND Heavy HarpwareE AssocIA- 
TION CONVENTION, Copley-Plaza Hotel, Boston, Mass., 
May 22, 23, 24, 1928. Benjamin R. Sackett, secretary- 
treasurer, 503 Arch Street, Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May 15, 16, 1928. 
L. P. Biggs, secretary, 815-816 Southern Trust Build- 
ing, Little Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 


LouIsIANA RETAIL HarpWARE IMPLEMENT ASSO- 
CIATION CONVENTION AND ExuisiTion, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 


MississipPI Retail HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 


MINNESOTA Retart HARDWARE ASSOCIATION CON- 
VENTION, February 19, 20, 21, 22,.1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


NaTIONAL RetaiL Hardware ASSOCIATION COoN- 
GREss, Boston, Mass., week of hone: 2, 19. HP. 
Sheets, secretary- treasurer, 130 E. Washington Street, 
Indianapolis, Ind. 


SoutH Daxota Retait HARDWARE ASSOCIATION 
ConvVENTION, Sioux Falls, February 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. mon 


SOUTHEASTERN RetaiL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 
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Panhandle Hardware and Implement 
Association Holds Its Largest Convention 


ITH greater interest than has 

ever been shown and the 

largest convention registra- 
tion in history the nineteenth annual 
convention of the Panhandle Hard- 
ware and Implement association closed 
a most profitable three-day session at 
the Amarillo Hotel, Amarillo, Texas, 
on April 11. State and nationally 
known speakers joined by dealers’ 
committee reports and open discus- 
sions contributed to a great educa- 
tional and inspirational program. 








CLARENCE WILLIAMS, 











Amarillo, Elected President Panhandle 
Hardware and Implement Association 
Clarence Williams, president of the 


Williams Hardware Company of Amarillo 
was elevated to the presidency. He suc- 
ceeds B. Sherrod, of Lubbock. Homer 
Kirk, of Floydada, was elected vice-presi- 
dent, and C. L. Thompson was reelected 
secretary-treasurer. This official is now 
starting on his ninth term in this capacity. 
Directors elected were B. Sherrod, Lub- 
bock; Ed. N. Neer, Portales, N. M.; Sid 
Nolen, Canadian; R. H. Royal, Welling- 
ton; L. D. Stith, Amarillo, and H. C. 
Stoakes, Paducah. 

This group of directors succeeds a board 
composed of B. B. Kent, Perryton; Claude 
McGowan, McLean; J. R. Fox, Dalhart; 
J. L. Mabie, Roswell, N. M.; O. L. Nislar, 
Lubbock, and L. E. Thompson, Hedley. 

Jim Hagan was elected president of the 
Panhandle Hardware and Implement Trav- 
elers (P. H. I. T.) Club, succeeding E. P. 
Moorman. Murry Ellson was reelected 
secretary-treasurer. This organization is 
responsible for the entertainment of the 
hardware dealers’ convention each year. 
Only one business meeting is held at each 


convention. The salesmen and factory rep- 
resentatives spend the remainder of the 
time attending the hardware convention and 
visiting with their dealer friends. Several 








B. SHERROD, 
of Lubbock, Tex., Retiring President 











members of this club were busy in exhibit 
booths conducted by their firms. 

B. Sherrod, . president, in the annual 
president’s address included a report of 
the National Retail Hardware Associa- 
tion’s congress at Mackinac Island in 1927. 








Cc. L. THOMPSON, 
Re-elected Secretary-Treasurer 














He included a short history of the devel- 
opment of the chain store, declaring that 
the idea really started in 1873 with the 
beginning of the department store age. 
He declared that the catalog houses now 








get 15 per cent of the business in this coun- 
try and the chain stores 18 per cent. He 
said that one comforting thought was that 
the hardware departments of the big chain 
stores had made less profit than any other 
departments. 

“We cannot expect to compete against 
catalog houses when the average retail 
clerk cannot describe an article as well 
as the catalog does,” said Mr. Sherrod. 
“Chain stores have their goods displayed 
better than we have, and they make much 
of price display. We should do the same. 


Hardware dealers must watch their com- 








HOMER KIRK, 


Floydada, Elected Vice-President Panhan- 
dle Hardware and Implement Association 











petition ff they are to be rated as com- 
petition by other stores. 

“We should keep what the people want, 
display it properly, study the trend of the 
times and do more thinking and less de- 
tailed work.” 

He classified new competition as includ- 
ing direct factory sales, overlapping of 
communities and cities, high pressure sales 
campaigns, house-to-house canvassing, spe- 
cialty stores, wholesalers selling at retail 
prices, chain stores and other stores to 


| include in their stock legitimate hardware 


articles. 

He called particular attention to the 
value of new merchandise and the new 
customer, which he declared is now a big 
factor in the success of every hardware 
store. This new customer, he said, buys 
labor-saving devices in order that he may 
have more time to devote to recreation. 
This recreation involves the sale of sport- 
ing goods, a big factor in a hardware store, 
he declared. , He also said that hardware 
dealers are sleeping on their rights in not 
pushing builders’ hardware and in permit- 
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ting lumber yards to corner this business. 

That Sears-Roebuck, Montgomery-Ward, 
Kresges, Kress, Metropolitan and McClen- 
don either were in this territory, had made 
arrangements, or were negctiating for lo- 
cations was the information contained in 
a report by Clarence Williams of Ama- 
rillo on “Existing or Contemplated New 
Competition in the Panhandle.” He closed 
his report with the statement that wide- 
awake merchants would have no trouble 
with the chain stores, and that as a result 
of their coming to Amarillo he planned to 
do more advertising than he had ever done. 

“The non-service implement dealer could 
drop out of business with profit to every- 
one concerned, including himself,” said 
S. T. Harrison, of Memphis, in a report 
on “Implement Problems.” He declared 
there were two types of implement dealers, 
service and non-service dealers. He be- 
lieved the service dealer should have larger 
territory. 

“The future of the implement business 
is bright,” said F. X. Schad, Gainesville, 
president of the Texas Hardware and Im- 
plement Association, in an address on 
Monday afternoon, the opening day. “The 
manufacturer is cooperating with the dealer 
more than ever before, and dealers are 
getting larger territories. 

“Most dealers have learned that the fel- 
low who goes after business gets it, and 
have directed their efforts with that 
thought in mind. Concentration of effort 
on one tool often does much to increase 
business. I think, too, that we should have 
a one-price system for everyone, with a 
discount for cash. There should be a list 
price on implements.” 

That dealers are in better condition in 
the Wichita Falls and Stanford -territories 
of the Penick-Hughes Company than they 
have been since 1903 was the statement 
of Col. R. E. “Bob” Penick in a short 
address. Colonel Penick is a life member 
of the Panhandle Hardware and Imple- 
ment Association and helped organize the 
association eighteen years ago. He de- 
clared dealers were letting goods sell them- 
selves too much, not buying conservative- 
ly, and were not getting their money’s 
worth from their clerks. 

J. W. Kizer, Dallas, Emerson-Branting- 
ham Implement Company, urged dealers 
tq learn about their tools, to be enthusi- 
astic and to keep a stock of repairs. 





E. F. Banks, of the International Har- 
vester Company, deplored the lack of at- 
tention paid to implements by hardware 
dealers. 

O. C. Watson, Clarendon, Tex., headed a 
committee reporting on Changed Mer- 
chandise and Merchandising in the Pan- 
handle. 

Talking on Business Control, Frederick 
Pfaff, field representative of the Texas 
Hardware and Implement Association, cau- 
tioned dealers about buying from too many 


sources. He cited an instance where he 
found a bankrupt store to have 193 
creditors. 


“Dealers should get somewhere in the 
lead and quit following,” he said. “Chain 
stores turn their stock about once every 
49 days, while hardware stores average 
about once every 136 days. A stock con- 
trol method that is simple and conserva- 
tive will aid in giving a dealer a grasp 
on his business.” 

“The most discouraging part of my job, 
or the head of any other wholesale hard- 
ware house, is the lack of interest and 
enthusiasm on the part of the average 
dealer in the new goods that we bring out, 
in the cooperative advertising plans, in 
window displays and numerous other spe- 
cialties that we offer,” said C. J. Whipple, 
president of Hibbard, Spencer, Bartlett & 
Co. of Chicago, in an address on “Team 
Work and Better Merchandising.” “You 
consult a doctor if you are sick; you con- 
sult a lawyer on a legal matter, but for 
the most part you are unwilling to accept 
suggestions from your wholesaler.” 

“This lack of cooperation is particularly 
distressing to the wholesaler when heré 
and there he sees merchants successfully 
carrying out just these things that he is 
recommending. There is not any secret 
to retail success if you get the proper turn- 
over at an adequate margin. You should 
turn your stock four times a year at the 
minimum, and this can be done if you will 
consider stock turn ahead of quantity dis- 
counts, and if you will rid your stock of 
the slow-moving items for which there is 
not sufficient demand in your locality to 
warrant your carrying them.” 

Harold Bervig, of the National Retail 
Hardware Association, Indianapolis, ad- 
dressed the convention on “Arrangement 
and Display in a Modern Hardware Store” 





and on “Business Control.” Both addresses 
included practical demonstrations on the 
subject he was discussing. 

“Only 25 per cent of your merchandise 
is displayed,” said Bervig in addressing 
the hardware dealers. “Put your stock 
where it can be seen, where it can be han- 
dled, and put a price tag on each article.” 

He declared the best selling space was 
in the middle of the store, and the best 
vehicle for carrying sales was a low dis- 
play table. Bervig advanced the theory 
that women will outsell men in most hard- 
ware stores. 

In his discussion of Business Control, 
Mr. Bervig emphasized that margin was 
the most important thing in business, and 
the three big factors to keep a continuous 
check on were expenses, margins, and 
sales. 

Frederick Pfaff demonstrated the dress- 
ing of a model display table. He declared 
that the use of tables was no experiment 
in hardware stores, but a tried and suc- 
cessful plan for increasing sales. 

Hamp Williams, Hot Springs, Ark., 
former president of the National Retail 
Hardware Association, was another speak- 
er who made two talks before the con- 
vention. In his first talk Mr. Williams 
painted a rather dark picture for the future 
of hardware retailing unless jobbers and 
dealers began doing different. 

“The jobbers can control merchandising 
in Texas if they will do it,” said Mr. 
Williams. “They could try a few con- 
solidations and practice some group buy- 
ing very profitably. The jobber and the 
retailer must establish a reputation for 
prices and maintain quality hardware.” 

In his second address on “Organization 
and Management,” Mr. Williams urged a 
system of business control for every hard- 
ware store. He also said that managers 
of stores should pay more attention to 
management problems and less to routine 
work. 

“You have to read and think,” he said. 
“Specialize on something every day and 
demonstrate as many articles of merchan- 
dise as,you can.” 

He declared competition was too strong 
for salesmen to wait for customers to come 
into their stores. 

One hundred and twenty-one 
registered for the convention. 


dealers 








Changing Your Business 


HAT is a very important matter and should not be 
entered upon without very careful consideration. A 
thorough analysis of all the factors in the old business 
should be contrasted with the ins and outs of the new. 
Too much care cannot be given to this matter for it 
means breaking a lot of old ties and contacts which have 
become second nature to you. You are familiar with 
the language and customs of your field. You have 
grown up with these and no effort is necessary for you 
to grasp the meaning of whatever crosses your path. 
This will not be true in a new industry. Each industry 
has its peculiarities, its traditions, customs, language, 
and outstanding men. It is real work to master these, 
especially after one has passed the meridian of life. 
The rewards of the new business should be enough 





to reward you for all of the extra effort necessary to 
compass its difficulties. The outs about your old business 
will be offset by outs in the new. Every business has 
them in sufficient measure to keep most of us humble.— 
Harris-Dibble Bulletin. 


We take personal credit for the lucky breaks, and 
blame fate for the bad ones. 





The amount of income taxes paid proves to be no 
yardstick of happiness. 


The man who loves his work is wealthier than the 
richest. 
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“This Brush 
was No Good” 


This was the complaint of the customer 

to the dealer who sold this brush. And 

the answer was very simple. Are you 

able to explain how a brush has been 
mishandled? 


HAT was the complaint of the customer to the 

dealer who sold this brush. Not being an expert 

in the misuses of brushes the dealer was forced 
to give the purchaser a new brush in exchange. He 
didn’t have the technical knowledge to recognize and 
explain the abuse—and he didn’t want to irritate a cus- 
tomer. So then it comes back to the jobber for credit 
and finally finds its way to the manufacturer for a diag- 
nosis as to why the bristles went crooked. And the 
answer was very simple. 

The user of the brush had left it standing in an 
empty bucket while still wet with paint and the weight 
of this heavy brush bent the bristles. The paint drying 
in the bristles completed the destruction of a good brush 
that cost real money. 

It is difficult to understand why some painters, and 
even experienced painters, will buy a very good grade 
of brush and then mistreat it. But this is exactly what 
happens every day in the year and almost any paint 
dealer can tell you of quite a few experiences he has 
had with disgruntled purchasers. Nine times out ten 
the purchaser himself and not the paint brush is at fault. 

Another brush returned to the same dealer was sold 
on its name as a chisel end brush—it is unsurpassed for 
the application of varnishes and lacquers. But the pur- 
chaser of this brush very evidently wanted a square end 
brush, so he hacked away with a razor blade, trimming 
the bristles somewhat in the fashion you might expect 
a student barber to cut hair. The bristles on one end 
of the brush were fully a half inch longer than the 
bristles on the other end when the job was completed. 
Naturally a brush like that was no good for painting, 
so the man came back to the dealer for his money— 
and, what’s more, he got it. And the manufacturer of 
the brush, who produced first-class merchandise, is made 
to pay for the ignorance of the man who abused the 
brush! 

Some returned brushes are worn out in months and 
months of hard, honest toil and yet their owners de- 
mand to receive new brushes in their place because 
they have failed to last indefinitely. Straight, even wear 
of the bristles show that only hard service could have 
brought them to their present state. Another dealer 
exhibited two brushes that probably did not last enough 
to protest against the inhuman treatment they had re- 
ceived. One was a common whitewash brush, which 
had been placed in lime which was not fairly slaked. 
Laying the brush on the top of the stove would have 
accomplished the same purpose. This brush was re- 
placed by a dealer on the purchaser’s claim that the 
brush was defective. The second brush was used in an 
acid that completely destroyed the No. 1 grade bristles 
it contained. To illustrate the strength of the acid we had 
only to look at the metal ferrule which was eaten away 

















in spots, and at the hand‘e which was stripped of all its 
varnish at the base. The customer claimed that the 
brush was defective! Even a cast iron brush would have 
been defective under such circumstances. 

While it sounds ridiculous that anyone would demand 
a rebate on brushes such as these, many dealers are los- 
ing money in not being able to explain how a brush has 
been mishandled. Thousands of brushes with the same 
bristle content, the same sized bristle, the same kind of 
setting and otherwise identical will give good service, 
while another one or two will fall into careless hands 
and be used wrongly. Almost every time this one person 
will insist that he got the bad brush out of the lot. 

In actual fact there are no “bad brushes” in any lot; 
rather they are very seldom seen on the counter in a 
store. Most brushes, most really good brushes, are in- 
spected thoroughly before they leave the factory by 
experienced men, who can tell at a glance whether a 
brush is good or whether it will probably cause trouble. 
And you may have no fear that a manufacturer would 
send out a doubtful brush, because he realizes the con- 
sequence. Good brushes are not proof against abuse 
and refunds of purchase price should be carefully con- 
sidered before made. 
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ATION 
Wide In- 
quiry Indicates 
a Lack of Educa- 
tion Which 
Dealers Can 


Supply 


Paint and some repairs will work wonders 
with many neglected farm buildings 


MERICAN farms today offer a market for 100,000 
gallons of paint, and only a fraction of that amount 
will be bought for the farm homes and buildings 

this year. 

Why? 

If every hardware merchant will endeavor to answer 
that question as to his farmer customers he will open for 
himself a considerable volume of sales. It is not a diff- 
cult question to answer. Suppose you have 200 farmer 
customers. Make a list of them and: begin today by ask- 
ing the first farm customer who comes into the store 
why he does not paint his buildings or, perhaps, why 
he did paint them—for some farm properties are well 
painted. 

As a matter of fact, if such an inquiry is started those 
who do paint will supply the arguments you can use on 
those who do not paint. Also, the suggestion that the 
farmer who does not paint take a critical look at the 
plant of the farmer who does paint, and then talk to him 
about it, will often convert the non-painter. Then the 
sale is automatic. 

We have our own opinions as to why so many farmers 
do not paint their homes and other buildings. Also we 
have before us several thousands of answers to this 
question. 

These answers were obtained from 384 farm county 
agents who interviewed the farmers. The answers given 
to the farm agents are more interesting. They are im- 
portant to the merchant who wants to sell paint to farm- 
ers. They were gathered by the Bureau Farmer, the 
official paper of the American Farm Bureau Federation. 

By far the most of the farmers told the county agent 
the reason was “lack of money.” Other reasons given in 
the order of number of times noted are temporary resi- 
dence, discouragement, lack of time, high cost of mate- 





Why do 
YOUR Farmers 


Neglect Painting? 





rials, other improvements considered more necessary, 
painting not considered important, high cost of labor, in- 
difference, poor painting habits and tradition, scarcity of 
labor, pure cussedness, old buildings not worth painting, 
farms to be razed, lack of education, no adequate spray- 
ing equipment, high cost under old method of hand 
painting. 

Few of the reasons are not removable. We admit that 
“pure cussedness” and “farms to be razed” are probably 
beyond the power of the mtrchant, but most of the others 
remain as an indictment of the dealer who should sell the 
paint for this farm when it is painted. 

Take the reason most often given, that of “lack of 
time.” This is clearly an indictment of the dealer. 
Under the old method of painting with a brush, hand 
painting of barns and other rough finish buildings was 
indeed a time factor. 

Under present facilities of painting with a spray gun 
the time does not seriously enter and it is up to the 
paint merchant to bring out this point. As a matter of 
fact, every farm should include in its equipment a good 
spray equipment whether or not it is to be used for 
painting. Spraying is definitely a part of profitable 
farm operations. The spray will pay for itself in many 
ways. As a matter of fact, any owner of a building 
can well afford to pay a few days’ rental on a spray 
equipment, the new cost of which is only $90 and which 
will operate most efficiently on farm buildings. Such 
equipment is now on the market. 

The real reason farmers do not more generally paint 
their buildings, probably, is that the dealer has made no 
systematic, effort to educate his farm customers to the 
value of paint. All paint manufacturers have literature 
on this subject, to which can be added the educational 

(Continued on page 154) 
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School Days for the 
Paint Seller 


Bigger and More Intelligent Sales Are Planned 
by the Save the Surface Campaign Educational 


Course 


CCORDING to the Baltimore merchandising sur- 
A vey, the turnover of paint in merchants’ stocks 
was slightly more than two times a_ year. 
According to surveys made by the Save the Surface 
Campaign and other agencies of the paint industry, the 
possibilities for economic use of paint are much greater 
than the present output of the industry. 

The question that remains is: 

How to make appreciation of the economics 
of the use of paint more universal and 

How to make the merchandising of paint 
more attractive. 

It was to meet these questions that the Save the Sur- 
face Campaign and other paint promotional agencies 
were organized and are maintained. In a report on ac- 
tivities made at the Savannah Conference, March 28, 
William R. McComb, Business Manager of the Save 
the Surface Campaign, reviewed the activities of this 
educational work. He told of the work that had been 
done but criticized it in that it had been too much con- 
fined to the manufacturers. He continued: 

“Salesmanship among dealers and master painters is 
badly developed. This is the crying need at present, 
both because it is a neglected field and an important one. 
The personal contact the dealer and the master painter 
have with prospective buyers has a sales value that 
simply does not exist in any other channel of activity 
through which the manufacturers’ message is carried. 

“In no way can the manufacturer, wholesaler or the 
distributor so effectively promote his own interest as by 
promoting the interest of the dealer and the master 
painter.” 

Mr. McComb then reviewed merchandising conditions 
as revealed by the Baltimore survey. Paint turnover 
was two times a year, auto accessories eight times build- 
ing materials seven, and electric supplies five to six. He 
then reminded his audience that the sterling silver, auto 
accessories and musical instrument industries have been 
meeting the slow turnover problem by educating the sales- 
people who present these goods to the public. Better 
salesmanship, he asserted, is needed to meet the new 
competition of the various industries for the consum- 
er’s dollar and the selling contact with the public is much 
too important to be overlooked. He continued: 

“Investigation has shown that more than 30 per cent 
of the customers who walk into retail stores intending 
to make a purchase, leave without buying and a great 
many who do buy fail to make additional purchases only 
because the salespeople are not trained to suggest 
them. ... 


WM. R. McCOMB 

Business Manager 

Save the Surface 
Campaign 





“This is a situation deserving of attention. We have 
long realized these facts and an increased number of 
Save the Surface activities have been directed specifically 
to promoting the dealer and master painter branches of 
the industry. But the situation calls for a more thor- 
ough-going program than anything we have yet been 
able to offer. Realizing this we have been investigating 
possible solutions and we have at last adopted a plan 
which, I believe, will be the greatest single venture of 
the cooperative activity of the paint industry.” 

Mr. McComb then outlined the activity of the Busi- 
ness Training Corporation with the Automotive Equip- 
ment Association, the Studebaker Corporation, the 
American Piano Co. and other large companies and as- 
sociations. It is, plainly stated, a special training course 
in salesmanship for the commodity the company is in- 
terested in. Under the plan adopted by the Save the 
Surface Campaign, the Business Training Corporation 
will develop a text book on Paint Selling and then con- 
duct a three or four months school course for all of 
those interested. The course will be either by corre- 
spondence or by local classes, according to the arrange- 
ment made in the various communities. As to the prep- 
aration of the course, Mr. McComb said: 

“The preliminary work will be a comprehensive nation- 
wide survey of sales methods, to be made by a staff of 
specialists working for the Training Corporation. 
Trained shoppers will call at retail stores and meet with 
master painters. Detailed reports will be turned in, 
showing exactly how salesmen advise customers, how 
they attempt to close sales. 

“The good and bad features of selling methods which 
will come to light by this survey will both be valuable in 
planning the course. 

“SECOND will come an investigation of merchandis- 
ing methods among dealers, making available to all the 
methods which have brought success to others. 

“THIRD will be gathering from manufacturers and 
wholesalers such information on selling methods and 
technical matter as will be of benefit to dealer, salesman 
and master painter. 

“FOURTH will be the viewpoint of the typical cus- 
tomers—the motives that govern their buying, the help 
which they expect from the dealer or the master painter 
and the steps that might be taken to serve them more 
effectively. 

“This survey will require a year or more and the 
courses will then be built.”’ (Continued on page 118) 



























































uilding Sales 
through a £ibrary 


Helping painters and paint users out of difficulties by reference 
books draws customers 


VERY new and then the best of painters meets with 

paint problems that seem to defy solution and often 

they go unsolved, to the detriment of the painter’s 
reputation. A case in point is that of a Camden, N. J., 
painter, who decorated the interior of a fraternal lodge 
to which he belonged. He did a satisfactory job but his 
men carelessly dropped some oil and paint over two 
large marble table tops in the lodge room. 

This was called to his attention by the committee but 
the painter was unable to remove the spots, much to his 
disappointment, as the work otherwise was very satis- 
factory. 

The contractor queried a number of other painters and 
the paint dealers in town without result until a week or 
so later he happened to drop into a hardware store on a 
side street for some electric light bulbs. This dealer 
stocked paint, so he queried him about the stained marble 





and was immediately led to the back of the store, where 
there was a book case with more than twenty-five books 
in it. A neatly lettered sign on top read: 
THIS IS A PAINTER’S LIBRARY. 
YOU ARE WELCOME TO CALL 
ANY TIME TO CONSULT IT. 


This library reposed in a little alcove at the side of 
the store, with two chairs and a small table on which 
there were the latest paint and hardware magazines. 

Some of the books in this library were: 

1995 Paint Questions Answered—H. J. Schnell. 

Staining and Polishing Expert—J. B. Lippincott Co. 

Problems of the Finishing Room—Periodical Publish- 
ing Co. 

(Continued on page 153) 














108 HARDWARE AGE for APRIL 26, 1928 











is 
cg 
ea 








¢ this Teme 
col-0-¥ # 
n 0 : 

or only dorms = 
er store. 








HARDWARE ALNUT ST, ooh 3125 


a A “9 
y 5 im ta 
. nsas Cit ° Kansas. 510 Min es0' ve. 


The type of advertisement 
—_— that brought the women to 
the demonstration 








DAUB or a work of art! Painted furniture may 
so easily be either, and progressive merchants are 
working hard to give their customers expert 

demonstrations, not only so every amateur may achieve 
works of art, but that the hardware merchant may build 
up his paint department and sell an ever increasing 
quantity of paint. 

“Demonstrations are a great thing” said A. O. Mc- 
Allister of the Broadway Hardware Store of Kansas 
City,” at any rate we have found them so. See this big 
dock out here back of the store. Well, we had demon- 
strations out here last summer and in the early fall, and 
the women had a big time and did a lot of painting. 
They sure kept us busy reordering paint.” 

The “dock” is really a back porch to the store and 
opens off the paint department. It gives a good sized 


crowd of customers ample room to work. The women 
brought their own smocks and furniture or bought from 
the store and came early and stayed late. 

“The factory sent us a very capable demonstrator. 
She was with us a week and we had a bigger crowd each 
day, toward the last about all she was able to handle. 


Women Just Know 


they Can Paint 


A Demonstration in Your Store 
Will Make Year Round Paint 
Customers of Most of Them 


Of course the salespeople in the department helped all 
they could. 

“They made sales and left the demonstrator free to 
paint and advise her pupils. All of our salespeople 
learned much about demonstration, so when the every- 
day customers need help they are able to give them 
worth while advice. 

“The factory made us an arrangement whereby a small 
can of paint could be given free with a coupon and the 
purchase of a brush. The customer weal need the 
brush and by using the coupon and paint brush idea, we 
knew no one was getting the sample can except those 
who, really were interested. 

“We advertised this special offer and the demonstra- 
tion at the same time. Of course we advertise in the city 
newspapers regularly and we got the message to many 
women.” 

Then of course the windows were trimmed with the 
idea of securing as much attention in that way as pos- 
sible. The window decorator put a few finished pieces 
in the window and then a half painted chair or other! 
piece of furniture. They always attract attention and 
there should always be a good display of unfinished 
furniture, placques and the plaster images, which are 
so popular for home decoration. 

The demonstrations are nearly always attended en- 
tirely by women. The men will come in, ask a few 
casual questions, grab their paints and brushes and 
rush off. 

But the women want the demonstrator to show them 
how she uses a brush and applies the colors. After 
they have seen her do it, they just know they can, so 
they start right in and when they are really in earnest 
they achieve very good results. 

At the Broadway store demonstration some were so 
enthusiastic they brought lunch and stayed all day. One 
woman who had just finished her first weeks’ work, 
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showed a magazine rack, a small book case and a good 
looking tilt top table; she pointed to her work and 
shouted in glee: “Now just look at that, isn’t that fine. 
I am so proud of it. You know what I am going to do, 
Miss Mary,” and she smiled at the demonstrator, “if you 
will just tell me exactly how, I am going to paint the 
Ford. 

“T’ve got John so enthusiastic that he is painting the 
porch furniture evenings and when he gets through with 
that he is going to start on the garage. 

“Oh, we are working miracles we are. Neither of 
us knew it was so easy. Why painting is just like play, 
if you are properly taught and have the right paim 
for the job.” 

“So,” said Mr. McAllister, “our experience shows us 
that demonstrations have a great deal to do with our 
paint sales. Get the women interested and you can sell 
paint the whole year ’round if you want to.” 

The paint business belongs logically to the hardware 
store and in the smaller towns, people just naturally 
come to the hardware store for paints. 

The larger the town, the more effort the hardware 
merchant must make, to get this business and he will 
find that demonstrations will attract more sincere atten- 
tion and go further toward teaching people to do their 
smaller jobs of painting, than any other method of pub- 
licity he may select. 

If one has never held a demonstration, it is best to 
have an expert from the factory to get things started 
right. After that, the salespeople can do quite well in 
showing the customers “how it is done.” 

With women painting everything about the house— 
from the gate legged table in the parlor, to the garbage 
can on the back porch—in bold colors, they will buy 
paints and brushes in large and small quantities. The 
wave of color in the home has made a vast difference in 
the interest women have taken in painting and having 
things painted; as one spot on the premises freshly 
painted and cleaned up is going to mean that a lot more 
painting and refurbishing will follow to bring other spots 
up to the standard. 

Some of the customers will make a frightful mess 
of painting unless properly taught and of course the 
demonstrator will have to give them more time, as they, 
good or bad, are all potential customers and might 
eventually buy a Jot of paint. The dealer will cash in 
on a quantity of paint sales, so he is anxious that the 


demonstration be a big success. 


Some women will come in and take instructions on all 
lines, intending to follow paint demonstration as a busi- 
ness or a profession or the painting of furniture as a 
business. 

3ut that should be perfectly satisfactory for it all 
means sales for paint. Putting the finishing touches on 
seemingly hopeless work, makes a useful bit of furniture 
and sends the customer away happy. It all means addi- 
tional sales. 

The chief cost of a demonstration is the salary of the 
demonstrator, the sample cans of paint and the advertis- 
ing and perhaps an extra sales person in the paint de- 
partment. The factory will usually cooperate to the 
extent of the demonstrator and the paint. The advertis- 
ing is absolutely necessary if the merchant wishes to do 
any business at all, but the ads do not have to be 
very large. 

Some very effective ads may not be more than two 
columns, six inches, but they should have a cleverly 
drawn illustration in them to attract favorable atten- 
tion and a new picture each time the ad is run, as a pic- 
ture very quickly gets stale and loses its pulling power. 
The ad must be carefully worded, assuring the customer 
that the demonstration is for all and that she is most 
welcome. 

Then the coupon must be embodied in the ad as the 
store will need these to turn in to the manufacturer as 
credit for the sample cans of paint. 

The coupons will supply the dealer a mighty good 
prospect list for future sales and they show how many 
customers have visited the department and bought paint 
during the day. 

The visitors spending so much time in the department 
will notice a world of things that they need, such as floor 
wax, maybe a waxer polisher, or even an electric waxing 
machine. 

Most customers cannot visualize colors. They must 
see them. They will also want to learn how to apply 
the paints with a brush, how to spray paints and how to 
create the antique effect. They will have to learn how 
to apply lacquers rapidly so that the quick drying proper- 
ties of some paints will not ruin the job. 

Oh, there will be a lot to learn, but after they have 
absorbed this knowledge they will want to apply it, which 
means more sales. 

“We are always glad to have a demonstrator” said 
Mr. McAllister, “as it Sure brings the people in. The 
women buy most everything for the home these days, 
and it means money for us to get them into the store.” 


Paint department of the Broadway Hardware Store that profited greatly from a demonstration 


' ; ; : 


bi3id PilitBeiney li lebblislaf = 5 [tiles 'e. 
SORTA es, | meee rere 
PE STH FRes ib tbn oUME bie fea tie | | 8 oon 1 


. [ F Sriial ea hi 
( a) 





SLs SNH 


ES BRE 


eyes bsipi 
oP ebee tel te 


i: 
x 


a dgsdthaebiibuohs|: 


es sR e_e |: 
fe nfisbast : 














_ HARDWARE AGE for APRIL 26, 1928 








Harmony Chart Will Aid Paint and 
Color Ware Salespeople 


NOTE—When three colors are used to obtain a contrast, a more pleasing effect will result if two 
of these are blends and a third is a contrast than if three contrasting colors are combined. Any three 


blends, however, may be used together. 


In these harmonies the best effects are obtained if one color 


predominates, the second color is less prominent and the third color is subordinate to the other two. 
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“B” means BLEND. Under “good” it indicates a harmonious ombina- 


tion of related colors. 
“C” if under “good,” indicates a harmonious combination of contrasting 


colors. 


to do with paint are often puz- 

zled by the questions asked by 
paint customers as to the use of this 
color with that or “I like pink for 
my curtains ; what color can I use for 
the woodwork?” 

Personal taste is never a safe guide 
in answering such questions. The ef- 
fort should be made to build a har- 
monious color scheme that will please 
the most people. The salesperson’s 


G ’t0 do with and others having 


taste may be “peculiar.” Or the cus- 
tomer’s taste as to colors may be af- 
fected by partial color blindness. 
We have known paint salesmen who 
confused pink and yellow and other 
shades. 

It is never quite safe to make up 


color designs for room trim, furni- 
ture, and other paint layouts from 
color cards and painted paddles. 


Violet. 


pure, or primary colors. 
lapping of the Red and Yellow re- 


Red, Yellow and Blue are 


The over- 





These are highly useful for identify- 
ing colors, but holding two of them 
together does not always give a clear 
idea of how the colors will look in 
general use. 

The science of color is in general 
quite simple, the trouble is so many 
colors are known by names that give 
no suggestion as to what they are. 
This science is. derived from nature, 
not alone from the leaves and flowers 
of plants, which never clash, but from 
the rainbow, the refraction through 
raindrops of the sun’s rays. In the 
rainbow we have six colors: Red, 
Orange, Yellow, Green, Blue and 


fracted rays form the orange of the 
rainbow ; of the Yellow and Blue, the 
Green; and of the Blue and Red, the 
Violet. 

In contrasting harmony, a color 
goes best with its opposite, which, re- 
member, also intensifies it. Thus 
Green, the mixture of the primaries 
Yellow and Blue, is the opposite of 
Red, the third primary, etc., as shown 
on the wheel herewith (No. 1 across 
to No. 1). Note, also, that as the 
green inclines to blue the red must 
incline to orange. (No. 12.across to 
No. 12), ete. 
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Modern chemical processes have given us a product which makes it possible to transform furniture and 


woodwork, and to have it ready for use in a few hours’ time. 


The quick drying property of lacquer is 


largely responsible for its popularity and the high turnover which it has 


A Short Story of Lacquer 





N these days of speed 
and efficiency, time 
lost means money 
lost. That is why lac- 
quer has so taken the 
household by storm— 
and incidentally has in- 
vaded to large extent the 
dealer’s stock of paint 


Never shake the can. 

“Flow” on. 

Use a soft hair brush. 

Avoid going over the surface. 
smooth itself out. 





Things to Tell Your Customers About Lacquer 


Use a wood filler un new wood before applying lacquer. 

Stir the contents with a clean stick. 

Never brush back and forth. 

Apply the lacquer and leave it to 


Thin only with a lacquer thinner. 


pieces have come. Not 
many of us know that 
truly fine lacquer work 
is an art which was first 
known to the Chinese, 
and taught by them to 
the Japanese, or that this 
latter nation so far ex- 
celled all others as to 








and varnish materials. 
It is good selling merchandise and worthy of some 
knowledge and attention. 

Lacquer as we know it is new. But lacquer itself is 
old. It has a story that is interesting, the more so be- 
cause of the modern industrial methods that give us 
products which leave furniture, woodwork or floor dry 


and ready for use in 





an hour or so. 

The slight hazards 
of the work are as 
nothing compared 
to the trials of the 
lacquer workers of 
the Orient — the 
hours they spent on 
each layer of lac- 
quer, the endless 
rubbing and _ polish- 
ing. 

There are prob- 
ably very few who 
are aware of the lore 
of lacquer, of the un- 


make its product stand 
out by itself. A few existing pieces are from six to 
seven hundred years old and are said to be worth more 
than their weight in gold? And well they might be. For 
some of the finest specimens took from twelve to twenty 
years in finishing, and went through as many as thirty- 
three (and sometimes more) processes to emerge the 
finished products they are. 

The history of lacquer 
dates back as far as A. D. 
906. In those ancient times 
no lacquer trees were espe- 
cially planted. The lacquer 
was taken from such trees 
as were found growing wild 
in the woods, until its popu- 
larity increased and enough 
could not be gathered in this 
way. Plantations were then 
commenced and the farmers 
ordered to plant lacquer trees 
on their grounds. At one 
period the trade became so 
flourishing that taxes were 








Unfinished furniture has become a profit- 
able type of merchandise for the dealer, 
now that color is so much in vogue. Lac- 
quer has given increased impetus to its 
sale, for lacquer finishes are popular 


limited patience and 
skill of the workers 
of Japan, from 
whence the choicest 


paid in the form of lacquer. 
In Japan it takes more 

than ten years for the lacquer 
(Continued on page 154 


A modern lacquered piece which 
carries with it something of the 
spirit of Oriental work. Lac- 
quer as we know it is new, but 
is itself old. Chinese and Japa- 
nese have used it for centuries 
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C. J. Caspar Visits New York | liquid up to the consistency of light motor 


Clean Up and Paint Up Offices 


Charles J. Caspar, chairman of the 
National Clean-Up and Paint-Up Cam- 
paign Committee, recently made a per- 
sonal inspection of the work at the Cam- 
paign Bureau at 243 West Thirty-ninth 
Street, New York City. 

“The unprecedented success of the Bu- 
reau in tripling the cooperation of the 
newspapers and civic organizations has 
created a demand for its services which 
has seriously outstripped the Bureau’s 
financial abilities,” said Mr. Caspar in an 
interview. “For example, within the past 
month the Bureau has been asked to fur- 
nish mat service to 4500 additional news- 
papers, while letters are pouring into the 
Bureau from individual newspapers ask- 
ing for as much as eight pages of read- 
ing matter on Clean-Up and Paint-Up, for 
use in a single special issue, or to be dis- 
tributed through a series of issues. 

“Requests for campaign suggestions and 
help are being received in such volume 
at headquarters that the limited quantities 
of material which the inadequate finances 
of the Bureau have enabled it to print 
have proved to be so insufficient in quan- 
tity that the Bureau is now constantly cut- 
ting the requests in an effort to give all 
inquirers ‘at least something.’ There is 
no longer any question about increasing 
the scope of the campaign. On the con- 
trary, the present problem of the Bureau 
is to keep the campaign within the scope 
of its present financial limitations, and any 
further expansion will only add to our 
present financial embarrassment. 

“We must relieve the Bureau’s present 
situation by taking prompt steps to give it 
adequate financing. As business men, with 
the responsibility of protecting our pres- 
ent interests and insuring our prosperity, 
we cannot afford to do otherwise.” 





The Hudson Vaco Sprayer 


The Hudson Electric Power Sprayer 
Attachment, a new type of sprayer manu- 
factured by Hudson Mfg. Co., Minneapo- 
lis, Minn., can be operated from any make 





of vacuum cleaner and is furnished with 
a universal sleeve to fit the various makes 
of cleaners now in use. Each complete 
unit includes a sprayer head, three con- 
tainers, and two sizes of syphon tubes 
for handling various mixtures. 

The Hudson Vaco Sprayer can be used 
to apply lacquer, paint, varnish, stains, 
insecticides, floor oil, etc.; in fact, any 





oil. It has been designed so that no strain 


will be placed on the cleaner and will not | 


injure its life in any way. Both the vol- 
ume and density of the spray are controlled 
by a thumb operated trigger. This fea- 
ture enables the user to work as slowly 
or as rapidly as desired and with what- 
ever density of spray needed for the par- 
ticular work being done, 

The Hudson Vaco Sprayer is made en- 
tirely of heavy brass, nickel-plated. The 
shut-off lever is of bronze, nickel-plated; 
color cups of heavy glass. 


A House Cleaning Window 


Every hardware store should feature 
a house-cleaning window in the spring. 
There is much material in a hardware 
store for such windows and many ideas 
that will give the window a center of 
interest. Also a lawn and gardening 
window. 

When you put in such a window do 
not fail to include lacquers and to tell 
those who look how quickly they will 
dry. While a room is disarranged for 
cleaning, there is no reason why it 
cannot be lacquered and so changed 
completely. 

In this connection, it is well to insist 
that any scrubbed or washed surface 
must be well dried before either lac- 
quer or paint is used. Many a house- 
holder has wasted paint and effort by 
painting a damp floor. 








Care of Brushes 


Doubtless many of your customers, 
like customers of other stores, com- 
plain about the expense of good 
brushes. The man who has a house to 


paint does not complain, for he quickly |. 


learns the value of a good brush as 
against a cheap one. He has use enough 
for the brush to justify the purchase 
of a good one. 

The home painter, who wants to use 
a brush for an hour or so today and 
then put it away for some other day, 
is the loudest complainant. He gets 
the brush out the second time and finds 
it stiff and ready to shed bristles. 

The fault is usually in not cleaning 
it well, in placing it near a stove or a 
furnace or on a top shelf when not in 
use. Perhaps he put it away in water. 

It will help you to sell good brushes 
and more paint if you will advise your 
home painters to clean brushes well, 
put them in a cool place and in such 
position that the bristles will not be- 
come warped. 





50-50 Rosin and Shellac 


How pure is the shellac that you 
sell? Recently a can of shellac bought 
from a New York dealer was analyzed. 
It was found to be half rosin, despite 
the fact that the label presented a 
guarantee that it contained no rosin. 
On a complaint made by a representa- 
tive of the American Fair Trade Asso- 
ciation the Acme Shellac Products Cor- 
poration of Astoria, N. Y., was fined 
$250 in the Special Sessions Court. 





Devoe & Raynolds Co. Opens 
Varnish Plant in Chicago 


The Chicago varnish plant of Devoe & 
Raynolds Co., Inc., New York City, has 
been completed and will be in production 
about May 1. The building occupies a plot 
of ground about 45 by 58 feet and is a part 
of the present paint plant of the company, 
located at North Halsted Street and Chi- 
cago Avenue. 

The building consists of four stories and 
a covered basement. It is of reinforced 
concrete and steel construction and fire- 
proof throughout. Oils and thinners will be 
stored in the basement, finished varnish on 
the second floor, and on the third floor 
is located the thinning and loading room. 
The top floor has been designed for the 
storage of gums, thinners, and oils for use 
on the floor below. 

The varnish plant will be under the 
direct supervision of G. R. Harrington, 
factory superintendent, and will be oper- 
ated by John A. Murphy, who for many 
years has been in charge of the varnish 
manufacturing unit at the Newark, N. J., 
factory. He is the son of Michael J. 
Murphy, assistant superintendent of the 
Newark factory. 


| 
| 


Wooster’s Brush Display Set 


The Wooster Brush Co., Wooster, Ohio, 
is offering to the retail trade a new win- 
dow display set which may or may not 








be used in conjunction with an indirect 
electric lighting system. 

It provides space for displaying actual 
brushes and also features the company’s 
trade character, Ted the Tester—a heavy 
man hanging on a brush. 

This display has had a thorough try- 
out and has created unusual attention 
wherever used. The complete set is sup- 
plied to retail dealers upon request. 


Excellent Dealer Help Books 


Again we call attention to the book- 
lets the manufacturers are distributing. 
Some go through dealers and some are 
sent to those who answer magazine 
advertisements. We have written for 
a number of these books and found 
them instructive and interesting and 
what is more to the point, we have 
found other members of the family in- 
terested in them and talking about 
paint. 
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This photo shows the type of fixtures used in the spacious hardware store of Lewers & Cooke of 
onolulu, Hawaiian Islands 











Seventy-five years of successfully selling hardware the record of Lewers & 
Cooke, Ltd., one of the oldest commercial institutions of Honolulu. A 
review of the firm’s activities, featuring prominent departments 


which song writers often compose 
endless verses, look down on one 


Ponisi Hawaiian moons, 


of the oldest commercial 
institutions in Hawaii, 
which is also one of the 
largest hardware distrib- 
uting firms in that part of 
the world. Lewers & 
Cooke, Ltd., of Honolulu, 
recently celebrated the sev- 
enty-fifth anniversary of 
the founding of the busi- 
ness and the event was ob- 
served throughout Hono- 
lulu, for the history of the 
firm is closely interwoven 
with that of the city. 

In 1852 the late Chris- 
topher H. Lewers sold a 
cargo of lumber to a Hon- 
olulu carpenter and ever 
since that time quality 
merchandise, from cement 
for a foundation to pots 
and pans for the finished 











about 














kitchen has been sold to Island residents by this firm 

Lumber was the first ¢ommodity to be handled and 
as more of it was sold in each succeeding year the need 
of hardware became more necessary. As the irregular 
cargo boats brought more and more lum- 
ber to Honolulu, the company added more 
hardware items till now the busy lumber 
yard and prosperous hardware depart- 
ment supply every need of the mechanic, 
carpenter, home builder or householder. 
Fah ig. *: ff The builders’ hard- 
— * “ware department is very 
ye large and equips both 
the smallest shop and 
the largest building with 
quality hardware. In 
1927 the firm filled con- 
tracts for builders’ 
hardware, ranging from 
$50 to $40,000. Due to 
the distant source of 
supply, the type of 
buildings to be equipped 
and the time allowed to 
complete these  struc- 








tures, the stock of 
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builders’ hardware is larger but not as varied as that car- 
ried in stores of the same size in this country. 

Quality receives serious consideration in Honolulu. 
Climatic conditions are such that only good grade mer- 
chandise can endure and it is interesting to learn that on 
a Hawaiian residence, costing about $10,000 to build, the 
quality of builders’ hardware is said to be often much 
superior to that on United States homes of equal cost. 

The paint department is another essential and profitable 
unit in the firm’s organization. Quality in paint is every 
bit as important as quality in builders’ hardware in Hono- 
lulu. Once again the climate takes a hand and only high- 
grade products can resist the ravages of the tropical 
elements. Paint gets hard treatment from the climatic 


This is the paint department of Lewers & Cooke, Honolulu, where neatness is very noticeable. 


conditions and there is no call for cheap or inferior 
grades. 

The majority of painters in Honolulu are Orientals, 
but they do not compete with the white painters on the 
large jobs. The Orientals take care of the majority of 
the small. paint jobs in that locality. 

The sale of lacquer has increased on the Island as it 
has in this country and the firm reports that unfinished 
furniture and novelties have helped stimulate trade. The 
lumber yard does a large business and the other hard- 
ware departments, which are also housed in the stately 
building on one of Honolulu’s main streets, contribute 
largely to the success of the firm. 


This department is an essential and 


profitable unit of the firm’s organization. 








A Short Story of Lacquer 


(Continued from page 111) 


trees to grow, and then their life is but one short year. 
These trees are tapped as high as man can reach, and 
even the branches are cut down, and the sap drawn. 

Following a course of treatment, the sap becomes a 
branch lacquer and is used in plain lacquering. First 
one coat and then another is applied, at intervals of 
twenty-four hours each, until finally eighteen or more 
coats have been laid on. Unlike our varnishes, which 
dry best in a warm, light room, each coat is dried in a 
cold, wet, dark closet. In between the various coats the 
surface is rubbed smooth with such things as charcoal, 
soft paper or a fine hard rubbing stone—and at the very 
end of the numerous processes the workman, with his 
finger, polishes the article with deer’s horn ashes, until 
it assumes the most brilliant polish possible. 


The finest sap comes from the old trees and is used 
in the manufacture of transparent lacquer—the sort that 
shows the grain of the wood. Its manner of treatment 
has been kept a carefully guarded secret. 

Black lacquer is made of a tooth dye used by the 
women of Japan to blacken their teeth. Other colors 
are obtained by mixing crude lacquer with either cinna- 
bar, Prussian blue or red oxide of iron. 

It is a long cry from the Oriental methods to the 
modern industrial product, of which gun cotton is the 
chief component, and from the slow-drying lacquers so 
difficult of application to the new finishes that are 
“flowed” in a few minutes on to a surface that is ready 
for use in a few. minutes more. Modern chemistry 
bridged this gap of centuries. 























HARDWARE AGE for APRIL 26, 1928 


115 





More Letters on the 


GUARANTEE of TOOLS 


Though there 1s some division of opinion on this subject of 
tool guarantees, the many letters which continue to come to the 
office of HARDWARE AGE, indicate that guarantee abuses must 
be studied by manufacturers, jobbers, and retailers with the 
view of arriving at some definite conclusions to be followed by 
suitable action of these three factors cooperatively 


Guarantee Is Bad Business 


66 | T is bad business to guarantee 

anything. It is so badly abused 
by so many, better eliminate the 
guarantee entirely, so far as selling 
is concerned. It requires no sales- 
manship to sell guaranteed goods, 
because it is the guarantee and not 
the goods he is selling. If a tool 
proves defective, which is very often 
the case, it is well enough to replace 
it, but the goods should be sold and 
not the guarantee.” 

LOCHRIDGE & RIDGWAY, 
Mayfield, Ky. 


Guarantee Wilfully Abused 


66 OULD say 

that in our 
experience we find 
that guarantees 
are abused in lots 
of cases, sometimes 
we might say al- 
most wilfully, and 
in lots of cases 
through ignorance 
on the part of the 
consumer, by us- 
ing the tools for 
other purposes than what they were 
intended to be used for. 

“We think some manufacturers 
make their guarantees too broad and 
think the manufacturers association 
should establish a sort of universal 
guarantee—that is, guaranteeing 
the tool against flaws or defective 
material. 

“We have a very small percentage 
of tools returned to us as defective. 
If, in our opinion, the tool is defec- 
tive, we replace same irrespective of 
the guarantee by the manufacturer. 
If, in our opinion, the tool is not 
defective, we inform the customer 
of our views in the matter and place 





THOMAS A. NIMMO 





ourselves in his hand, and in very 
few cases do we lose anything by so 
doing, as the average man is hon- 
est, and when the question is put 
right up to him on a merit basis he 
most always does the right thing. 

“We believe, to a certain extent, 
in the old saying, that the customer 
is always right, but we express our 
views to him and then let him be the 
judge and jury; advertising costs a 
lot of money, and we find that being 
more than fair with customers on 
this guarantee proposition is good 
advertising.” 

(Signed) THos. A. NIMMO, 
Secretary, 
Walton & Tousley, Inc. 
Saranac Lake, N. Y. 


Guarantee Is Overworked 


66 J PERSONALLY I am not keen 

for guaranteed tools, or any- 
thing else, where the labels and lit- 
erature all make prominent the fact 


that I will cheerfully replace or re- | 


fund, etc. 

“My experience is that there are 
too many who will take advantage of 
such guarantee. 

“Selling, for instance, steel goods, 
principally forks, I tell my customers 
that while it is as good a fork as I 
can buy, I do not sell it with a broad 
guarantee. And that in case of 
trouble if they will bring it in, while 
still looking new, or near new, I will 
furnish a new one, and send his in 
for examination, and allow him credit 
when and as I get it. This makes 
him feel more responsibility in its 
use and care. 

“Just in my own limited experi- 
ence, or you may call it notion, I am 
of the opinion that guarantee talk is 
overworked.” 

(Signed) J. A. BANKS, 
Clifton Springs, N. Y. 











Never Stress Guarantees 


6s ‘E never 
stress 
guarantees. It’s 


a poor salesman 
who has to rely 
on the guaran- 
tee to make the 
sale. We have 
never had a re- 
quest to make 
good a Nichol- 
son file, and I 
do not believe 
that a customer 
ever feels that 
an implied guar- 
antee goes along 
with it, even 
though we stress the quality factor 
when selling them. 

“We believe in guarantees, all 
right, but only where the product 
shows an indirect flaw, or the lack 
cf proper inspection in permitting 
unfit material to get by. Let manu- 
facturers take off all propaganda 
about guarantee and spend the dif- 
ference in closer inspection. Then 
when an article needs replacing 
through defect or oversight of the 
inspector, replace it graciously and 
without agreement. The big diffi- 
culty, the way we see it, is the deal- 
er’s inclination to elaborate on the 
manufacturer’s guarantee and cause 
a lot of trouble for both.” 

(Signed) Gro. C. BISCHOF, 
Bischof Hardware Co., 
Nebraska City, Neb. 








Seldom Mention Guarantee 


66 GUARANTEE is something 

we very seldom mention when 
selling an article. Guarantee is a 
term that has been badly abused, and 


| is today being badly abused in al- 
| most every line of merchandise. Any 
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person who cannot sell honest mer- 
chandise without the use of that term 
certainly is not deserving of being 
styled a salesman. Quality and the 
proper use of any article which, if 
expressed properly, are a means 
which will do away with the term. 
Guarantee gets you in ‘wrong’— 
means nothing to the retailer or 
wholesaler. Quality, plus proper use, 
equals satisfaction. Dwell on these 
terms and save yourself a heap of 
trouble.” 
(Signed) J. O. GILBERTSON, 
Whitehall, Wis. 


Do Not Stress 


66 fF AM inclined 

to agree with 
those who believe 
the guarantee 
problem is a large 
one, especially in 
connection with 
small items, such 
as tools. Personal- 
ly, we do not stress 
the guarantee in 
such cases. Our 
customers have 
confidence in us, and know we will 
make defects good, so we let it go 
at that. 

“Those who understand the use 
of high-grade tools and appreciate 
them enough to give them the proper 
care will not abuse a guarantee, and 
if such persons happen to run across 
a defective tool, it is only fair and 
right to replace it with a new one. 
However, there are great numbers of 
people who know nothing, and care 
less, about the attention they should 
give tools. Such persons buy guaran- 
teed goods, sometimes because they 
like the sound of the guarantee, 
sometimes for other reasons, and are 
careless, if not criminally negligent, 
in their use. It is not the fault of 
the tool or the manufacturer or any 
of the other firms or individuals who 
have had part in the various steps 
between the raw material and the 
finished product in the hands of the 
user, but the tool does not measure 
up to the guarantee. This class of 
customers will ‘howl’ much more 
loudly and quickly than the man 
with a legitimate cause for com- 
plaint, and no tool on earth will give 
satisfaction because no teol can stand 
up under abuse and function prop- 
erly. 

“T realize that there are many 
sides to the question, and it cannot 
be settled without careful considera- 
tion, for satisfaction must be given, 
and we have to remember that the 
customer is ‘boss.’ 





L. F. HOLLOWAY 





“Just at present I do not recall an 
unreasonable demand for fulfilling a 
tool guarantee, but a few weeks ago 
a woman came into our story carry- 
ing a cracked casserole which she 
admitted having purchased eleven 
years before. She acknowledged 
that it had been standing on a closet 
shelf for five or six years, but said 
she ‘ran across it,’ and her daughters 
told her it was guaranteed, so she 
brought it back. No ware of this 
particular make had been on our 
shelves for fully ten years, and I 
told the woman replacing the dish 
was impossible. She was very indig- 
nant because I refused to give her 
one of equal value of another make. 
This is’ an extreme case, of course, 
but such instances occur all too fre- 
quently, and it is evident that there 
must be some change in our guaran- 
tee system. 

(Signed) L. F. HoLLoway, 

L. F. Holloway Hardware Co., 

Fremont, Neb. 





Refer Claims to Manufac- 
turers 


66]JT is only nat- 

ure! that 
most of the relia- 
ble manufacturers 
wish their tools to 
be satisfactory in 
the hands of the 
consumer. While 
they appreciate the 
return of a great 
many of their tools 
is the fault of the user rather than 
the tool itself, they make what might 
be termed a policy adjustment. 

“While the writer did not sit in 
at the discussion at Atlantic City, I 
rather think the backbone of this 
discussion was on the abuse of the 
guarantee on tools. 

“We at one time made replace- 
ments from our stock on a great 
many return tools or issued a 
credit memorandum covering the 
purchase price. We accumulated 
these tools for about six months and 
then returned the entire lot to the 
factory. This made quite an ac- 
cumulation and was an eyesore. 

“In recent years we have told our 
customers that we would immedi- 
ately refer these tools to the manu- 
facturer and they would make the 
adjustment. We think this is the 
best way to handle this matter and 
we think we have had less returned 
tools since we have adopted this 
policy.” 





L. H. WEBER 


(Signed) L. H. WEBER, 
The Geo. Worthington Co., 
Cleveland, Ohio. 





Guarantee Is Stressed 


6oTP HIS is a © 
proad sub- 
ject and I am of 
the opinion that 
the guarantee of 
articles is 
stressed and that 
the guarantee is 
very much 
abused. 
“Some of this, 
I believe, is due 
to the dealer be- 
ing over-enthusiastic in trying to 
make a sale and, therefore, puts an 
unlimited guarantee on it to the me- 
chanic or user, which, after all, is 
the cause of the abuse.” 





H. W. GELLER 


(Signed) H. W. GELLER, 
President, 
Geller, Ward & Hasner Hardware 


Co., 
St. Louis, Mo. 





We Emphasize Guarantee 


669N regard to the guarantee on 

small tools, will say that, in the 
first place, we endeavor to buy tools 
of a high grade and have products 





JOHN A. LOSEE 


of the best quality, and we stand 
squarely back of every article of this 
kind that we sell and have very little 
trouble with replacement. Now and 
then we are imposed upon and make 
an adjustment, but the fact that 
when our customers come to our 
store for tools and know that they 
are absolutely protected it is a great 
advertisement for our business. In 
other words, we emphasize the guar- 
antee and make good just what we 
promise.” 
(Signed) JOHN A. LOSEE, 
President, 
Buchanan Hardware Co., 
Richfield Springs, N. Y. 
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Lee Hardware Co. Completes 
25 Years Service 





New building provides increased facilities for Lee Hardware 
Co., Salina, Kan., Jobbers 


HE Lee Hardware Co., wholesale distributors in 

Salina, Kan., recently held a Silver Jubi-Lee, cele- 

brating both the completion of twenty-five years in 
business and the opening of a large five-story building. 
These two events in the history of the Lee Company 
were observed throughout Salina, the organization being 
one of the largest and best known in that part of the 
county. 

Much credit for the continued success of the Lee 
Hardware Co. is due to the late H. D. Lee, founder 
and president since its inception until his death in March, 
1928. Mr. Lee was a native of Vermont. He came to 
Kansas in 1889 and organized the H. D. Lee Mercantile 
Co., a wholesale grocery concern which also makes a 
well-known brand of overalls. He was a capable execu- 
tive and an excellent organizer, having also under his 
personal supervision the Kansas Ice & Storage Co. and 
the H. D. Lee Flour Mills Co., both of Salina. The 
success of the Lee institutions is due to Mr. Lee’s 
wisdom in selecting capable men to conduct the affairs 
of his organizations. His recent death came as a great 
shock to all who knew him. It was largely through Mr. 
Lee’s efforts that the hardware company was organized 
in 1902. The stock of a local jobber was purchased and 
with Mr. Lee as president, the following officers and 
founders laid the foundation upon which the business of 
today has been built. Charles L. Schwartz, vice-presi- 
dent; L. C. Staples, treasurer; and J. C. Fritchie, sec- 
retary. These men are still connected with the company, 
either as officers or directors, with the exception of Mr. 
Fritchie, who died fifteen years ago. 

As the years passed, the business grew and prospered, 
reaching far out into the surrounding territory and 
capably serving the retail dealers within its scope. New 
buildings were erected from time to time, but still the 


need of increased facilities was felt. After due delib- 
eration, plans were drawn for a three-story building to 
be erected on a plot of ground adjoining the company’s 
offices. Ground was broken in the early part of 1927, 
but before the structure was completed it was decided 
to extend it to five stories in height, equalling the size 
of the existing building. The new building, now com- 
pleted and in use, is an excellent example of careful 
planning and efficient erection. The main part is 96 by 
97 ft. and provides a total floor space of 41,000 ft. It 
is entirely fireproof and is equipped with the latest type 
of elevators, sprinklers, ventilators, pneumatic tube sys- 
tem, etc. It is served by a switch track from which six 
freight cars can be unloaded at a time. 

Each year the company tenders its employees a dinner 
and on Dec. 30, 1927, the annual banquet was bigger 
and better than ever before. The affair was held on the 
second floor of the new building and was in the nature 
of a “Housewarming.” After an excellent meal the 
employees and guests listened to a program of speeches 
and entertainment. Favors and tokens to celebrate the 
occasion were distributed and all present had an enjoy- 
able time. 

The Lee Hardware Co. is now entering its second 
quarter century of progress and its success can be judged 
by the condition of the company at the present time. 
Mr. Lee’s successor has not as yet been chosen, but the 
present officers, C. L. Schwartz, vice-president ; Ward L. 
Harris, secretary ; and Fred S. Abel, treasurer, are carry- 
ing on toward a greater organization. 

It is interesting to know that this company was the 
first wholesale hardware house in the United States to 
stock automobile accessories, and its success in that line 
is shown by the sale of thirty carloads of tubes and tires 


in 1927. 
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Louisville Retail Hardware Dealers’ Asso- 
ciation. Uses Cooperative Advertising 


Campaign just commenced promises to be successful. 
Prices quoted are special for Saturday only and do 
not set a cut price precedent 





' than the three of such items. 





Watch for Our Advertisement Every Friday * 


Many dealers had never 





WENTY-ONE mem- 

bers of the Louisville | 
Retail Hardware Deal- 

ers’ Association started a co- 

operative advertising cam- 

paign on March 9. The cam- 


Gardening Specials 


at your Neighborhood Hardware Store 


used newspaper advertising, 
due to the fact that they 
were suburban merchants, 
operating community stores, 





paign will run for twelve 
weeks, one advertisement ap- 
pearing every Friday an- 











and did not feel that this 
type of advertising would 
bring results. One merchant 











nouncing Saturday specials. $1.00 $1.00 + $1.50 has reported that from the 
In 7 “y the total = RAKE PRUNER FORK first E pcge eee he oa 
was figured at approximately Saturday Saturday ceived two orders; from the 
$600, to be prorated among SE? 79c] lost ......-.. 59c Only... 98c second, about twenty-five 





the dealers cooperating. sete 0 Mai then’ en itn 


The first advertisement 
was an announcement. The 
weekly advertisements are 
somewhat smaller in size, ex- 


seed. Each of these hardware stores 
carries a complete line of quality mixed lawn seed, bili 


and fertilizers. See P we neighborhood hardware dealer and let 
him advise yeu as to 


e proper care of lawns; gardens and shrubs. 





orders, and believed the or- 
ders would double and triple 
as the public became accus- 
tomed to looking for the 
weekly specials. 


seed 








tending three colums in 
width by 8 in. deep. In the 
first regular advertisement, 


co 
439 Bardstown Rens * 


garden specials were fea- . 
° . VARD @aapy . & nsereiwe 

tured, including a rake, a taster Bosirart aay ER 
. AY BARD 40 s- Market @ 

pruner shear and a spading Dison ‘hie 
f k : ] > A fait en Mores @ A _KOPMEYER 
ork, at special prices. t- CUEROREE WARDWARE [200 Dunder Bond 








SDWE. DOUPS POINT HARDWARE 5. A MILLER 


as 
, wwe a Read 
ote MARDWARE STORE OO STREET MDWE. 


This community advertis- 
ing should bring community 
people into the stores, who 
will buy other merchandise. 





‘2138 Date Street 





co. 

ae It will result in dealers be- 
pe: harpdinanpeany : coming better known and will 
Ges ema * | also improve them as mer- 





chandisers. There are many 





tention was also called to the 





advisability of planting grass 
seed at that time. The 
public was invited to consult 
their neighborhood hardware 
dealer for advice on the proper care of lawns, gardens 
and shrubs. 

The second advertisement featured household special- 
ties, and so on, each advertisement featuring three items 
from a certain department of the retail store, each at a 
special sale price. 

One of the greatest troubles the association had was 
finding twenty-one dealers who could sell the same item 
for the same price. To relieve this situation, coopera- 
tive buying and dividing of the order is planned on cer- 
tain items. In the future it is hoped to feature more 


This is one of the cooperative advertisements used by 
The Louisville Retail Hardware Dealers’ Association. 
One of these ads to appear each Friday for twelve weeks. 


of these dealers who are not 
known outside of their own 
small community, and after 
the twelve advertisements 
have appeared it is likely that the retailers will have 
benefited to such a degree that another series will be 
arranged. 

The cooperating dealets display a sign in the form of 
a golden hatchet, in their windows or on their doors. The 
same design is used in the advertisements and serves to 
identify the dealers. The public, when reading the ad- 
vertisement and mentally noting the hatchet and the 
names and addresses of the dealers shown, is expected tc 
react favorably when seeing the design on a store 
window. 








School Days for the Paint Seller 


(Continued from page 106) 


The course for retail dealers and salesmen will take 
up such questions as directing the attention of customers 
to the paints and varnishes, advising them in the selec- 
tion, making suggestions for various uses, handling dif- 
ferent types of customers, arranging effective window 
displays and a variety of allied subjects. 

The master painters’ course will be on sales point, but 
much different in general treatment. It will include 
training in submitting proposals and bids. The work 
for wholesale salesmen will include much that is in the 
other courses, so that the salesman may advise his cus- 





tomers but will also include methods of building good 
will with dealers. 

The Save the Surface campaign will underwrite the 
survey and the charge for the courses will cover the 
actual expense of the administration. According to 
present plans, $12 will be charged for the dealer-sales- 
man course and $25 for the course for master painters 
and manufacturers’ and wholesalers’ representatives. 
Wherever three or more are enrolled, special class meet- 
ings will be held, probably weekly. Text books will be 
supplied and written examinations held whether study 
is by local classes or correspondence. 
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Williams Creates Interest in His Store 


With Miniature Newspaper 


“Keg O’ Nails,” published by the Leader Hardware Store, 
Waupaca, Wis., has great pulling power, says its editor 


OW many times has a hard- 

ware merchant asked himself, 

“I certainly wish I knew just 
how to get a good advertising feature 
that would help me increase my vol- 
ume and still not cost a fortune!” 


There are a number of hardware 
merchants throughout the country 
who have found a good way to cen- 
ter interest on their store and keep 
it up from week to week, which in- 
terest ultimately results in more 
sales. Many of them are publishing, 
in local newspapers in their respective 
communities, a small miniature news- 
paper, Hardly measuring more than 
5 ims by 8 in., a newspaper which fits 
right into the columns of the daily 
or weekly papers, in the place of a 
price advertisement. It is a one 
sheet, or one side affair, of course, 
but has a high display value because 
it is so different from other adver- 
tisements. 

Names of such publications, or ad- 
vertisements, conducted by hardware 
men in different parts of the country, 
vary from Keg O’ Nails to the Ham- 
mer. Many employ such catchy 
names as The Spike, The Frying Pan, 
The Pliers and The Screw. In fact 
any name which will put over the 
idea of hardware to the reading pub- 
lic will serve the purpose very well 
and result in more volume to a mer- 
chant’s business. 

The idea of publishing a miniature 
newspaper within the columns of a 
daily or weekly newspaper, is a 
simple and inexpensive idea, one 
which can be worked to good advan- 
tage by any hardware merchant in 
the country. 

These small newspapers usually 
have the name of the publication in 
bold face type, type that gets the 
name across to the reader at first 
glance. The publication is spaced off 
into small columns, usually three. At 
the top of the first left hand column 
there is usually a publisher’s state- 
ment, in small bold face type, giving 
the purpose of the publication and the 
name of the editor. This identifies 
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wen? Store. 

BF Wittman odor 
Ladies, you can keep 

your husband home 

every night with a 

Stewart-Warner Radio 

set 


The new Hallowe'en 
celebrations may be 
sane and less destruc- 
tive, but we miss the 
kick of the wagon on 
the church steeple, and 
of Old Bossie waiting 
patiently to kiss teach- 
er when she 
school the morning 
after 


Mrs F J. Favell of 
Ogdensburg says the 
Stewart-Warner Radio 
with head phone at- 
tachment which she 
recently purehased is 
certainly a great boon 
to her. 


Catty: Going to do 
anything this Hallow- 
? 


een 
Misa Simple No; 
hy? 


why: 
Catty Leod me your 
face. 


opens! to low 





We sometimes think 


it @ shame ‘thas ‘our 
high school not 
maiotat: at football 
team, but if the boys 
will formulate a win- 
ning basket ball team 
wo surely could forget 
the lack of football. 


A good head keeps a 
wise man and a pin 
from going too far 


Frank Hoaglin is 
busy these days trying 
to pump out the bot- 
tom of Mirror Lake 
His rig pumps sand 
and gravel from the 
bottom of the lake on- 
ores, making 
them high and dry 
He is now filling the 
shore line of Irving 
Hansen's lot on Lake 
street It is interest- 
ing to watch the ma- 
chine at work. 





Max Pirk, who lives 
between here and Wey- 
auwega, recently har- 
vested 225 bushels of 
potatoes per acre from 
the river bottom land 
he tiled this spring. 
We that he 


Montgomery showed 
us a bushel basket 


There were just 32 po- 
tatoes to the bushel 
Who can beat that? 

“An egg a day will 
keep the butcher 
away,” said the old 
hen to the spfing 
chicken. 





Food Sale and Bazaar 


A Food Sale and Ba- 
zaar will be held Nov. 
5, from 10 a. m., con- 
dtinuing through the 
day, at Woodman Hall. 
Lunches served. Given 
by the Woman's Relief 
Corps. 


She. I've got a job 
as dairy maid in a 
chocolate factory 

He. That so? What 
do you do? 

She. Milk chocolate 

Road House Sign 

Chicken Dinner Sun- 
day Bring Yeur 
Chicken. 





Was never able to crop 
this part of his farm 
fore. 


Leader Hardware 
Waupaca, Wis. 





The other day Jonn 


Winchester 
Phone 62 


No. 12 [| 


filled with potatoes. | 











it immediately and places responsi- 
bility for all matter appearing in it 
upon the editor. 

Throughout the publication are 
little articles and jokes as well as a 
number of short paragraphs refer- 
ring directly to certain things that 
the hardware merchant is pushing 
for sale. People, in reading a paper 
of this kind, usually read the jokes 
first. By placing the advertising 
paragraphs between the jokes you 
will find that people will read them 
quite thoroughly knowing that there 
is a joke or interesting article just 
beyond. In this way you get your 
selling message across while enter- 
taining the reader. While reading 
the items in the paragraphs he finds 
his gaze unconsciously drawn, from 
time to time, to the bold face type 
at the top of the page giving the 
name of the publication. Again the 
store and its products are given a 
few moments thought in his mind. 

When a merchant runs an adver- 
tisement in his weekly or daily papers 
he finds that he must spend a certain 
amount of time in writing the adver- 
tisement, unless his business is large 





enough to afford an advertising de- 
partment. It takes very little time 
to write the material for the minia- 
ture newspaper such as we have been 
talking about. In fact many of the 
jokes are borrowed from other pub- 
lications, giving credit where neces- 
sary. 

When people see that a hardware 
merchant is running one of these 
publications every week they very 
often will contribute material to it 
and make his writing task much 
lighter. This has happened in the 
case of the Leader Hardware Com- 
pany, Waupaca, Wis., where P. J. 
Williams, editor of the Keg O’ Nails, 
says that his patrons send in much 
material that he can use for publica- 
tion. 

He is glad that people take such 
an interest in the sheet, which shows 
that they are reading. it regularly. 
And when they read it regularly it 
means that he is getting his message 
across, a message that can be counted 
in dollars and cents. 

Even though a merchant may wish 
to run advertisements in which he 
advertises articles and prices exclu- 
sively he can afford to insert a minia- 
ture newspaper once a week. The 
cost is not so great that it is pro- 
hibitive. In fact the insertion of 
both a price Advertisement and a 
miniature newspaper may double the 
attention the store gets from the 
readers and thereby increase sales. 

The cost of inserting a miniature 
newspaper each week is so small that 
every hardware merchant in the 
country can afford to do it. It is 
really much less trouble to write than 
a regular advertisement and has a 
much greater pulling power. In 
many communities all a merchant 
needs to do is get his name over to 
the public and he gets his volume. 
In many cases price will not get the 
trade. A miniature newspaper run 
in the place of a regular advertise- 
ment can bring you many new cus- 
tomers as well as retaining the old. 
It’s worth a trial! 
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E. B. Gallaher Talks to Manhat- 
tan and Bronx Assn. on Chain 
Store Competition 


Fifty hardware men of the metropoli- 
tan district met on Tuesday evening, 
April 17, in the Prince George Hotel, 
New York City, to hear E. B. Gallaher, 
noted business economist and editor of 
Clover Business Service, Norwalk, Conn., 
tell them what they must do to survive 
the present day competition, particularly 
that of the chain store and mail order 
house. 

It was the regular meeting of the Man- 
hattan and Bronx Hardware and Supply 
Association, which had invited the mem- 
bers of the other metropolitan associa- 
tions to meet with them on this occasion. 
Joseph Ringler, president of the Man- 
hattan and Bronx organization, called the 
meeting to order at 8.30 and introduced 
N. R. H. A. President R. J. Atkinson. 
Mr. Atkinson needs no introduction to 
the dealers of New York City, and his 
presence at the meeting was greatly ap- 
preciated, as he came for a few minutes 
despite another engagement. In introduc- 
ing Mr. Gallaher, Mr. Atkinson told of 
his reputation and of his excellent ad- 
vice which had meant so much to man- 
ufacturers, jobbers and retailers through- 
out the country. He congratulated the 
organization on securing Mr. Gallaher 
and said that he knew the speaker’s mes- 
sage would be of the greatest value to 
all present. 

Shopping is a natural habit, declared 
Mr. Gallaher. We want to compare 
prices and values. The mail order cata- 
log, where goods are properly classified, 
displayed, fairly priced and exact values 
created through short, accurate descrip- 
tions, gave hundreds of thousands an op- 
portunity to shop, which they had never 
enjoyed before. Then the chain store 
came along and went the mail order house 
one better—it placed the goods where 
the people could actually shop, seeing and 
feeling the merchandise. He said many 
retail hardware dealers have carefully 
hidden their goods, and that is one rea- 
son why the chain has become so strong. 
Efficient methods of business are vitally 
essential at the present time. The only 
reason we have such high prices ,is due to 
extra added costs of manufacture, dis- 
tribution and selling. These must be cut 
down by the jobber and retailer if either 
is to succeed. The chain store has 
adopted radically new methods of mer- 
chandising and has succeeded and you 
must adopt some of the chain methods 
if you will survive, said the speaker. 

Mr. Gallaher advised the dealers to 
concentrate on one jobber, saying that 
the situation compared with a dealer 
using four or five banks for his funds. 
Stick to one jobber and he will be very 
useful to you, he advised. 

Price is not the main consideration at 
the present time, he continued, it is value. 
All merchandise must have a value cre- 
ated for it and the only way this value 
can be created is through an accurate de- 
scription of this value, which the con- 
sumer is willing to accept as accurate. 
People are realizing that there is a dif- 





ference between value and price, and the 
latter does not induce a sale. Contrary 
to popular belief, said M. Gallaher, the 
merchandise which the chain store buys 
from the jobber is no cheaper to them 
than it is to the jobber. This is true in a 
majority of cases and they can undersell 
the retail store because their methods of 
doing business are more efficient. When 
the jobber cuts down his high price order- 
takers and the retail dealer cuts down his 
large slow-moving stock, puts in items 
that can be readily sold, realizes that 
every customer needs something else be- 
sides the purchase he asks for—then will 
the retail dealer begin to have twenty 
turnovers of stock a year instead of four; 
then will he begin to make a profit, in- 
stead of being on the fence, and then 
will the chains look askance at the retail 
store instead of the retail dealer wonder- 
ing how to eke out a living in competition 
with the chain. 

Upon the motion of G. Duncan C. Mac- 
Leod, Mr. Gallaher was made an honor- 
ary member of the association in appre- 
ciation of his splendid talk and ready an- 
swers to questions. 

Before the meeting adjourned Charles 
J. Heale of HArpware AcE explained the 
plan of the permanent hardware exposition 
which will be opened in Grand Central 
Palace, New York City, with James H. 
Cornell as manager. The Manhattan and 
Bronx Association went on record as be- 
ing in favor of the idea. The plan met 
with immediate popularity and was in- 
dorsed by the association. 


William A. Fearn Dead 


William A. Fearn, president of the 
Cussins & Fearn Hardware Co., Columbus, 
Ohio, passed away on April 17 at the 
White Cross Hospital, in Columbus. He 
became ill while on a trip through the 
Southern States in February, and upon his 
return to Columbus his condition became 
worse. 

Mr. Fearn was born in Groveport, Ohio, 
in 1860 and four years later moved with 
his parents to Columbus. When a young 
man he entered the hardware firm of 
Kilbourne, Jones & Co. After many years 
with the company he became general man- 
ager, later resigning, and with F. O. 
Schoedinger and John R. Dickson estab- 
lished the hardware firm of Schoedinger, 
Fearn & Co. Failing health caused him 
to withdraw from the company. He later 
established Cussins & Fearn. 


New American Flyer Catalog 


The American Flyer Mfg. Co., 2219 
South Halsted Street, Chicago, IIl., has 
just completed a 32-page catalog which 
fully describes and illustrates its entirely 
new 1928 Rainbow Line. This catalog is 
strictly a dealer’s catalog and contains 
much confidential trade information. 

The last three pages of the book are 
given over to a description of the Structo 
Toy Line, for which the American Flyer 
Mfg. Co. are general distributers. 

The catalog is now available and will be 
sent to dealers upon request. 





Building Industries Launch 
National Remodeling 
Campaign 


Executives of forty-four trade associa- 
tions, comprising manufacturers and others 
in the building industries, have organized 
what is to be known as the Home Mod- 
ernizing Bureau of the National Building 
Industries, at a recent meeting at Chicago. 
This bureau plans to begin operations at 
once, and will ultimately enter upon a 
nation-wide sales promotion arid advertis- 
ing program designed to sell the idea of 
bringing existing buildings up to date. 

Headquarters will be opened in Chicago 
immediately, with George E. Piper, who 
has been with Household Magazine for 
several years, as secretary. 

At the meeting it was stated that new 
home construction was not sufficient in 
volume to employ all capital, labor and 
other interests in the field, and that the 
remedy is to bring American dwellings 
up to date by cooperating in an effort to: 
(1) Stimulate home ownership; (2) mod- 
ernize all types of structures; (3) per- 
suade public bodies to understake neces- 
sary public works programs. Commenda- 
tions were received from Secretary of 
Commerce Hoover and Secretary of Labor 
Davis. 

The bureau will immediately proceed 
with the appointment of committees which 
will direct advertising, home financing and 
coordination of sales effort among various 
groups in the bureau’s membership and 
local campaigns. Walter J. Kohler, presi- 
dent of the Kohler Co., Kohler, Wis., was 
elected president of the bureau. A. 
Trieschmann, National Lumber Manufac- 
turers Association, is first vice-president ; 
Oscar W. Rosenthal, National Association 
of Building Trades Employers and Asso- 
ciated General Contractors of America, 
second vice-president; Otto T. Salick, U.S. 
League of Building and Loan Associa- 
tions, third vice-president. 

The executive committee is made up of: 
Insulation, C. E. Stedman, vice-president, 
the Celotex Co., Chicago; paint and var- 
nish influstries, Willard E. Matson, Chi- 
cago; Wilbur Fisk, Logan, Ohio, . presi- 
dent, American Face Brick Association; 
Frank A. Hofheims, president, Weather- 
best Stained Shingle Co., North Tona- 
wanda, N. Y.; Harry S. Knox, president, 
Wholesale Sash and Door Association, 
Chicago. 


Henry B. Titus Dies 


Henry B. Titus, manager of the New 
York City office of the Northampton Cut- 
lery Co., Northampton, Mass., passed away 
at his home, 397 Adelphi Street, Brooklyn, 
N. Y., on April 15. While Mr. Titus had 
not been in the best of health, his death 
came as a shock to his many friends in 
the trade. 

Mr. Titus was born in Brooklyn, N. Y., 
71 years ago and entered the employ of 
the Northampton company when 17 years 
of age. He worked himself up into the 
position which he held at the time of his 
death. Mr. Titus is survived by his widow 
and one son. 
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Pittsburgh Jobbers Executives 
Start Auto-Bus Tours 


A series of auto-bus tours for 1928 of 
executives of Pittsburgh wholesale houses, 
sponsored by the Wholesalers Council, 
Pittsburgh Chamber of Commerce, was 
inaugurated this week with visits at Am- 
bridge, Aliquippa, Monaca, Beaver and 
New Castle on April 24, and at Sharon, 
Ellwood City, Beaver Falls, New Brigh- 
ton and Rochester on April 25. Represen- 
tatives of the several Pittsburgh wholesale 
hardware companies participated in the 
trip, of which.there will be others during 
the summer at frequent intervals. These 
visits are intended to establish contacts 
between sellers and buyers and to empha- 
size the advantages of Pittsburgh as a 
wholesale trade center. 


Double Action Electric Moves 


The Double Action Electric Co. has 
moved into its new headquarters at 30 
Michigan Street, N. W., Grand Rapids, 
Mich. 


Daniel Kees, President, 


The F. D. Kees Mfg. Co. 


Daniel Kees was elected to the presi- 
dency of The F. D. Kees Mfg. Co., 
Beatrice, Neb., at a recent annual meeting. 
He succeeds the late F. D. Kees, who died 
in 1927. 

Mr. Kees is 37 years of age. He is a 
graduate of Pratt Institute, Brooklyn, 
N. Y., and after working in the East for 
several years became associated with The 
F. D. Kees Mfg. Co., where he has held 
various positions. 


American Steel & Heavy Hdwe. 
Assn. Plans May Convention 


The 19th Annual Convention of the 
American Steel and Heavy Hardware 
Association will be held in the Copley- 
Plaza Hotel, Boston, Mass., on May 22, 
23 and 24. A record attendance of ware- 
house distributors, mill representatives and 
manufacturers of steel and heavy hardware 
supplies is expected and many subjects of 
vital interest to those in the industry will 
be given consideration. 


C. Wendel Muench & Co. 
Formed 


C. W. Muench, who for nine years was 
the director of the sales and advertising of 
George Richards & Co., Chicago, IIl., has 
formed an advertising agency under the 
name, C. Wendel Muench & Co. It will 
be located at 557 W. Monroe St., Chi- 
cago, Il. 


A. Vere Martin Dead 


A. Vere Martin, well known to the 
hardware fraternity in the Middle West 
as a manufacturers’ agent, died April 6 
at the Augustana Hospital, Chicago, IIl., 
after an illness of several months. Mr. 
Martin, who was 69 years of age, came 





to Chicago in 1877 to enter the insurance 
business, and a few years later established 
himself as representative for various hard- 
ware manufacturers. 

He had been associated with the hard- 
ware industry for the past 40 years and 
had built up a wide circle of friends who 
knew him affectionately as “Dad.” Many 
of his friends owe their business success 
to the financial aid extended to them by 
Mr. Martin. 

Besides serving as president of the 
A. Vere Martin Hardware Co., Mr. Mar- 
tin was one of the founders and a vice- 
president of the State-Lake Bank, treas- 
urer of the Chicago Kiwanis Club, and had 
served as president of the old Chicago 
Hardware Club. He was also a member 
of the Hamilton and South Shore Country 
Clubs. 

The only surviving relative is a nephew. 
During the past five years Mr. Martin 
made his home with friends, Mr. and Mrs. 
Chas. H. Alman, 531 Wellington Avenue, 
Chicago. 


G. A. Woods Tours West 


George A. Woods, 
A. C. Gilbert Co., 


vice-president 


Western States and Pacific Coast terri- 
tory. Mr. Woods has been with the Gil- 
bert company for six years, and this was 
his fourth trip West, to call on the trade. 
He was accompanied while on the coast 
by Frank Degman, the company’s new rep- 
resentative in that territory. 


Animal Trap Co. of America 
Contest Closes April 30 


On midnight, April 30, the annual con- 
test for the finest pelt taken during the 
1927-28 trapping season, sponsored by the 
Animal Trap Co. of America, Lititz, Pa., 
will come to a close. One of the finest 
collections of raw furs in the world will 
be assembled in Columbus, Ohio, on May 4, 
when the judges will make known the 
winner. 


Wrench Manufacturers Plan 
Combination Wrench Sets 


An announcement of interest to the en- 
tire hardware trade has been made by 
J. H. Williams & Co., Buffalo, N. Y., 
manufacturer of “Superrenches,” and 
Husky Wrench Co., Milwaukee, Wis., pro- 
ducer of “Husky” Socket Wrenches. 

These two well-known manufacturers of 
high-grade wrenches have effected a re- 
ciprocal sales agreement which enables 
them to supply the trade with a unique 
line of combination wrench sets. Each set 
is composed of Williams’ “Superrenches” 
and “Husky” Socket Wrenches in popu- 
lar sizes and furnishes a most complete 
and efficient wrench set. 

This arrangement, made for sales pur- 
poses only, enables each company to mer- 
chandise in combination sets, the other’s 
open-end or socket wrenches limited only 
to the items which constitute the set. 











Harry A. Black a Candidate for 
Election to Board of Directors, 
U. S. Chamber of Commerce 


Harry A. Black, president of the Black 
Hardware Co., Galveston, Tex., is a candi- 
date for election to the board of directors 
of the United States Chamber of Com- 
merce from the Fourth Election District, 
which includes Texas, Louisiana, Missis- 
sippi and Alabama. Mr. Black served with 
distinction on the board before, during 


| which period he was vice-president for the 
| Southern District. 
| experience in association matters, and also 


Because of his wide 


because the hardware trade is an important 
basic industry, his many friends in the 
trade hope that his election can be assured. 
Mr. Black’s previous affiliations, as printed 
in the journal of the Chamber of Com- 


| merce, is as follows: 


Tex. 


BLACK, HARRY A., 
Age 61. 


Galveston, 


| Proposed to Represent: Election District 


IV. 


Business Address: Black Hardware Co. 


| Home Address: 2528 Avenue “J.” 
| Education: Common Schools. 


| Business 
of | 


New Haven, Conn., | 
recently returned from a tour through the | 


Affiliations and Offices Held: 
Present—President, Black Hardware 
Co. Past—General Manager, Houston 
Oil Co. of Texas. 

Organization Affiliations and Offices Held: 
PrESENt—Member, Galveston Chamber 
of Commerce, Southern Hardware Job- 
bers Association, Iron and Steel Insti- 
tute, Chamber of Commerce, U. S. A. 
Past—Il’ice-President and Director, 
Chamber of Commerce, U. S. A; 
President, Texas Hardware Jobbers As- 


sociation, Galveston Chamber of Com- 
merce. 
Committees: Past—Member, Committee 


on Alien Enemies, War Service Execu- 
tive Committee, Foreign Commerce Ad- 
visory Committee, Committee on Inland 
Waterways, Committee on Financing 
3uilding, Committee on Merchant Ma- 
rine, all of Chamber of Commerce, 
Ui Se Ay 

Remarks: Was Alternate Delegate to 
Meeting of International Chamber of 
Commerce, June, 1925. 





Devoe & Raynolds Acquires 
Peaslee-Gaulbert Co. 


Devoe & Raynolds Co., Inc., of 1 West 
Forty-seventh Street, New York City, has 
just completed negotiations for the pur- 
chase of certain physical assets, good will 
and trademarks of the Peaslee-Gaulbert 
Co., manufacturer of paints, varnishes and 
lacquers in Louisville, Ky. This company 
is one of the largest manufacturers of 
paints, varnishes and lacquers in the South 
and has achieved an excellent reputation 
for high quality products, which it has 
been manufacturing since 1867. The com- 
pany operates warehouse distribution 
points in many of the important cities in 
the southern States. 

The present business policies will be 
continued as in the past, under the direc- 
tion of the operating management now in 
charge. The business will be run as a 
distinct and separate unit of Devoe & Ray- 
nolds Co., Inc. 
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Baltimore Association Discusses 
Sales and Advertising 


Twenty-five members of the Baltimore 
Retail Hardware Association met on April 
10 at the Hotel Kernan, Baltimore, Md., 
for the regular monthly meeting of the 
association. After the routine business 
had beeri disposed of, President Ernest 


Johannesen introduced Horace S. Felton, 
vice-president Felton, Sibley & Co, 
Philadelphia, who spoke on “Sales and 


Advertising.” Mr. Felton showed how 
the retail hardware stores had increased 
in Baltimore, while the population had not 
been increased in proportion to maintain 
the present patronage at each store. An 
analysis of advertising data showed the 
members that the principal customers of a 
hardware dealer are those whose incomes 
range from $1,500 to $4,000. 

Mr. Felton told of plans that are now 
being made to educate salesmen in the 
proper methods of selling paint. Inquiries 
made among the paint trade were said to 
have shown that such a need exists. 

Through the courtesy of the Paint Up 
and Clean Up Campaign Committee, two 
films were shown demonstrating the bene- 
fits achieved in a community by a cam- 
paign of this kind. Answers to a question- 
naire which had been sent to members 
showed that the majority were in favor 
of Atlantic City, N. J., instead of Phila- 
delphia, Pa., for the next PASHA conven- 
tion. Secretary Charles J. Ritterhoff made 
an unusually comprehensive report. 





Arizona Firm Needs Catalogs 


On March 8 the retail hardware store of 
Talbot & Hubbard in Phoenix, Ariz., was 
almost entirely destroyed by fire. Prepa- 
rations are now being made to resume the 
business with new stock and fixtures. The 
company would appreciate receiving new 
catalogs covering shelf hardware, house- 
wares and sporting goods from manufac- 
turers and jobbers. 





The E. T. Rugg Co. Improves 
Packing of Its Oakum 


The E. T. Rugg Co., Newark, Ohio, 
manufacturer of cordage, has improved the 
packing of Rugg Spun Oakum and Rugg 
Rope Oakum. The spun oakum is now 
baled, wrapped, and packed in moisture- 
proof paper, which not only adds to the 
appearance of the package but preserves 
the quality of the Oakum as well. The 
rope oakum is packed and double wrapped 
in moisture-proof paper and burlap, which 
guards against rough handling and tends 
to keep the product in a fresh, soft and 
pliable condition. 

The company has prepared several inter- 
esting folders regarding the products. 
These will be distributed to jobbers and 
retail dealers. 





Hays Steel & Wire Corp. 
Formed by William C. Hays 


William C. Hays, formerly vice-presi- 
dent and a director of J. K. Larkin & Co., 
Inc., has formed the Hays Steel & Wire 





Corp., with offices at Metropolitan and 
Woodward Avenues, Brooklyn, N. Y. This 
company will be devoted to the distribu- 
tion of general steel products. 





Dennis A. Merriman Elected a 
Vice-President of the American 


Steel & Wire Co. 


Dennis A. Merriman has been elected a 
vice-president and general manager of sales 
of the American Steel & Wire Co., Chi- 
cago, Ill. Mr. Merriman is now serving 
his second term as president of the Ameri- 





DENNIS A. MERRIMAN 


can Hardware Manufacturers’ Association 
and has been for many years a prominent 
participant in national hardware conven- 
tions. 

He has been associated with the Ameri- 
can Steel & Wire Co. since 1902, starting 
then as assistant general sales manager. 
Last January he was promoted to the office 
of general sales manager and made a mem- 
ber of the company’s board of directors. 

Mr. Merriman started his career in the 
steel business with Ludlow-Saylor Wire 
Co., St. Louis, Mo. He resigned as sec- 
retary of that company to become man- 
ager of the Consolidated Steel & Wire 
Co., which firm was merged with the 
American Steel & Wire Co. Later 
Mr. Merriman went to Seattle, Wash., 
as president of the Puget Sound Steel & 
Wire Co. This firm was acquired by the 
American Steel & Wire Co. in 1902, and 
Mr. Merriman returned to Chicago as 
assistant general sales manager. 





Elmer T. McCleary Heads 
Republic Iron & Steel Co. 


Elmer T. McCleary, who for the past 
several years has been vice-president of 
the Youngstown Sheet & Tube Co., 
Youngstown, Ohio, has been elected to the 
presidency of the Republic Iron & Steel 
Co., Youngstown, Ohio, succeeding T. J. 
Bray, who recently resigned. 

Mr. McCleary was originally trained as 
a chemist and came to the Youngstown 
company as chief chemist in 1906. Later 
he became head of the blast furnace de- 
partment, then assistant superintendent, 
general superintendent and vice-president. 





Chas. I. Silberman Re-enters 
Wholesale Hardware Business 


Charles I. Silberman, who conducted a 
retail and wholesale hardware business at 
69 Ludlow Street, New York City, until 
about six years ago, when he sold out and 
entered the real estate business, has re- 
entered the hardware trade and will open 
a wholesale house at 9 Great Jones Street, 
New York City, on or about May 1. 

Mr. Silberman is very well known to 
the hardware trade in the Metropolitan 
area, and this fact is borne out by the 
testimonial dinner which was held when 
he sold out several years ago. This new 
concern will be strictly wholesale, carrying 
a representative line of hardware and house 
furnishings. The offices are now being 
completed, and at the present time the 
basement, sub-basement and street floor 
will be used by Mr. Silberman. He has 
an option on the remainder of the build- 
ing should expansion be necessary. 

Sidney Silberman will be associated with 
his father in this new enterprise. 


Metal Branch of N. H. A. Plans 
Boston Meeting in May 


The 17th Annual Meeting of the Metal 
Branch of The National Hardware Asso- 
ciation of the United States, will be held 
in Boston, Mass., on May 3 and 4, with 
headquarters at the Copley-Plaza Hotel. 

F. O. Schoedinger of F. O. Schoedinger, 
Columbus, Ohio, is chairman of the metal 
committee and will preside. A very inter- 
esting program is being arranged and many 
subjects of vital importance in the Sheet 
Metal Industry will be discussed. George 
A. Fernley is secretary of the association, 
and his office is at 505 Arch St., Phila- 
delphia, Pa. 


Frank W. Lidral Dies 


Frank W. Lidral, a veteran hardware 
dealer “of Algoma, Wis., passed away re- 
cently following an illness of several 
months’ duration. 

Mr. Lidral was 63 years of age at the 
time of his death. In 1898 he formed a 
partnership with Isadore Andre, and a 
hardware store was opened in Algoma. 
About 1909 the partnership was dissolved 
and Mr. Lidral carried on the business. 
In 1920 it was incorporated as the Lidral- 
Gerhardt Co. Carl Lidral and Peter Ger- 
hardt are the surviving members of the 
firm. 


Harold M. Johnson Joins 
A. C. Horn Co. 


Harold M. Johnson, who was the chief 
chemist of the Murphy Varnish Co., New- 
ark, N. J., for several years, and more 
recently president and general manager of 
Johnson, McKim, Johnson Co., has joined 
the A. C. Horn Co., Long Island City, 
N. Y., as director of technical service. 
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Moe’s Feeder and Garden Set 


Two items of interest to farmer and 
poultryman have been placed on the market 
by Hoeft & Co., Inc., North Chicago, Ill. 

Moe’s “Big Boy” Poultry Feeder has a 
total capacity of 75 Ibs. of dry mash and 
has 17 feeder openings on each side. These 
feeder holes are the right shape and size 





to prevent waste. They have been rounded 
over smooth, so that the fowl can not 
injure comb or head. The feeder can be 
placed on the ground, on a low stand or 
suspended by the two wire handles. Total 
length, 33 in., width, 16%4 in., and height, 
14 in. Packed one to a carton weighing 
16 Ibs. 

Moe’s Nikelkap Garden Tools are made 
of heavy pressed steel with one-piece blade 





/ and handle. They are fitted with a smooth 
nickel plated cap on the end of the handle. 
There is nothing loose and nothing to 
break. The handles are round, smooth and 
of the right size and shape to afford easy 
grip. Finished in black enamel with bev- 
eled edge points. 

The tools in this Nikelkap line- are, 
garden trowel, transplanting trowel, claw 
hand weeder, California hand weeder and 
a dandelion weeder. The first three com- 
prise the No. 483 Garden Set. 


Improved Lawn Sprinkler 


The Hamilton Metal Products Co., 
Hamilton, Ohio, recently purchased the 
patents and manufacturing rights of the 





New Way Turbine Lawn Sprinkler from 





The Novelty Mfg. Co., Cincinnati, Ohio. 
They have placed this product on the mar- 


ket as the Climax Turbine Lawn Sprin- | 


kler after making several 
changes in its construction. 
One important feature of the Climax 
sprinkler is that it is now water lubri- 
cated instead of using oil. The bearing is 
lubricated by means of a small hole in the 
spindle, allowing the water to feed, under 
pressure from the body of sprinkler to the 


bearing. The aluminum water’ wheel 
breaks the water into a rain-drop forma- 
tion. Hydrant pressure determines the 


spread of the spray. Another feature of 
this product is its ability to glide over the 
for the base is formed into sleigh 


grass, 
runners. The cast iron body and_ base 
have been carefully enamelied, resisting 


corrosion, rust and lime. 


Stanley Electric Drills 


To supplement the well known line of 
The 
Britain, 


Rule & Level 


announces a 


Stanley 
Conn., 


Stanley tools, 
Plant, New 





complete line of Stanley Electric Drills. 
Some of the outstanding features of these 
new products are—exceptionally powerful 
motors, giving the drills plenty of reserve 
power. Simplicity in design has been fea- 
tured, keeping in mind graceful lines and 
careful balance. Special attention has been 
given to the handle. It is comfortable, 
affords a good grip and has a make-and- 








break type switch, so placed that it can be 
operated without releasing the firm grip 
on the handle. 

A convenient chuck key holder in the drill 
housing tends to prevent the key from 
being mislaid. 
the drill and a full-armored attachment 
plug prevent trouble with the cable when 
suddenly jerked. Drill No. DB14 a heavy 
duty portable drill and Drill No. DJ6, also 
a heavy duty drill, are illustrated. The 
gears of both drills are of nickel steel and 
the motor shaft is ball bearing supported. 
No. DB14 has a % in. in steel, capacity 
and No. DJ6 has a % in. in steel, capacity. 


Special cable clamps inside | 


important | 


bushed bronze 








Step Saver Step Ladder 


The Step Saver Step Ladder has been 
placed before the trade by The J. R. Clark 
Co., Minneapolis, Minn. This ladder comes 
unassembled in its own carton, sealed 
against dirt and dust. It is delivered to 
the consumer in a spic and span condition 














SPACE SAVER STEP [ADDER 
SEMI SETUP "nu sano 


FULL RODDED oD AILS IN Ths LAD 


























: ASIER TO ERECT THAN A 
MECHANICAL TOY i 
become 


The parts are large, few in 
ber and easy to work 









and the assembling takes only a few min- 
utes. This method of packing and shipping 
saves warehouse and store space, as four 
Step Savers can be stored in the place of 
one factory assembled ladder. 

The step ladder is made of seasoned 
wood, fully rodded and bolted; not a nail 
being used in its construction. Under cach 
step is the Clark Patented Rod Construc- 


tion wherein the rod fits into a groove 
extending partially into the end of the 
step. 


Improved Kiddie-Kar Stroller 


Several important improvements have 
been made on the No. 1655 Kiddie-Kar 
Stroller which is manufactured by H. C. 
White Co., North Bennington, Vt. 

This model is readily convertible from 
a strolfer into a walker or a regular Kid- 
die-Kar. The push or pull handle can be 
easily detached and the new duo-tone heavy 
leatherette foot rest for stroller use is so 
placed that it is comfortable for either 
short or long legs.. It may be folded out 
of the way for walker use. The top and 
bottom are basket striped. Large front 
wheels have a new positive attachment and 
easy swivel bearings. 





improvements, there is a 
new decorative decalcomania. The No. 
1655 may be had in styleful duo-tone fin- 
ishes of blue or red. 


Besides these 
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Washington News Letter 


Wastefulness of Distribution System Gravest Issue Before the Indus- 
trial and Commercial Community of the Country, Says Dr. Julius 


(Washington Bureau of HARDWARE AGE) 


WASHINGTON, April 24.—Again em- | 


phasizing previous declarations he has 
made, Dr. Julius Klein, director of the 
Bureau of Foreign and Domestic Com- 
merce, Department of Commerce, in an 
address before the Chamber of Com- 
merce at Buffalo on Wednesday of last 
week, asserted that the wastefulness of 
the distribution system is beyond ques- 
tion the gravest issue before the indus- 
trial and commercial community of the 
country. Much good work in reveal- 


ing the defects of the system has been | 
accomplished, he said, by the market- | 


ing research activities of some 540 | 


agencies recently cataloged by the De- 
partment of Commerce, including peri- 
odicals, trade journals, universities, 
banks, newspapers, advertising agen- 
cies, trade associations, and some 50 
governmental bodies. 

“But their best efforts,’ Dr. Klein 
stated, “however thorough they may 
be, are utterly fruitless unless they are 
actually applied by manufacturers and 
merchants to their individual sales 
problems. It is only through wide- 
spread publicity, through the aroused 
conscience of trade associations, the 
fine service spirit of national publica- 
tions and particularly the determined 


pressure of militant consumers through- | 


out the land that this grave problem 
can be ultimately solved.” 

The modernization of sales strategy 
was declared to be absolutely essential 
if this country is to retain its present 
commercial supremacy. Using the cal- 
culations of the group of engineers ap- 
pointed by Secretary of Commerce 
Hoover to study waste elimination, Dr. 
Klein estimated the nation’s losses from 
inefficient distribution to approximate 
' $8,000,000,000 annually. Taking a sin- 
gle item at random, Dr. Klein said that 
the careless administration of retail 
credits through overextensions, slip- 
shod installment selling and the like, 
piles up an annual loss which has been 
reliably estimated at not less than $1,- 
000,000,000 a year. He pointed out that 
it is charged that it costs too much to 
distribute commodities; that the margin 
between producers and consumers is too 
great, but that when it comes to ex- 
amining the actual profits of whole- 
salers and retailers, there is no sign of 
any widespread “opulence.” In fact, it 


was declared, they are pretty well at 
the bottom of the scale in terms of 
business income with an average profit 
of 2.2 per cent in 1925, compared with 
5.9 for manufacturers and 12.5 for 
bankers. 


Klein, Commerce Department 


By L. W. Moffett 




















Time after time, Dr. Klein told his 
audience, various earnest trade organi- 
zations have made determined assaults 
upon some phase of the problem in 
their special field only to be over- 
whelmed by an entirely new develop- 
ment in distributive machinery. Chain 
stores have expanded unbelievably, and, 
what is more important, they have gone 
beyond their original cash-and-carry 
principles, bringing them into closer 
competition with the so-called  inde- 
pendents, it was pointed out. Mail or- 
der houses were said to no longer rely 
exclusively upon ponderous catalogs, 
but are constructing retail outlets of 


their own in scores of cities. Other new | 


distribution factors which have devel- 
oped in abundance were mentioned, in- 
cluding house-to-house canvassing, co- 
operative wholesale buying, installment 
selling, hand-to-mouth buying and 
numerous other innovations. With the 
entire distributive system in such a 
state of flux, it was declared that it is 
doubly important that every possible 
effort be made to gage these trans- 
formations and estimate their effects 
upon the whole business system. In 
these days, it was contended, it is vital 
that every effort be made to eliminate 
each item of unnecessary sales expendi- 
ture. The fundamental philosophy of 
lowering prices so as to increase con- 
sumption, of minimum margins of 
profits and mass turnover, which have 
been so conspicuous an item in the 
success of many industrial undertak- 
ings, can be applied with equal effect 
to distribution, Dr. Klein said. But 
such application was held to be obvi- 
ously impossible unless distributors 
match producers in the scrutiny of de- 


| tails in cost and the complete efficiency 
of their respective processes. 

Answering the query “What are you 
| doing about it?” which was recently 
| submitted to a large number of dis- 

tressed firms, 73 per cent of them re- 

| ported that they were endeavoring to 
reduce production costs, but only 29 
per cent indicated any efforts to cut 
sales expenses. That grave discrep- 
ancy, according to Dr. Klein, tells the 
tale of impending tragedy. 

Immediate study of the national 
marketing and distribution methods 
and problems in cooperation with the 
large manufacturers and distributors, 
which will cover the entire country, has 
been ordered undertaken by Dr. Julius 
Klein, Director of the Bureau of For- 
eign and Domestic Commerce, Depart- 
ment of Commerce. The study will be 
in charge of John M. Hager, who, dur- 
ing the period of organization, has 
been director of market surveys of the 
Department’s Domestic Commerce Di- 
vision. 

It is the view of Dr. Klein that this 
study represents a vitally important 
link in connection with the regional 
marketing surveys which the Depart- 
ment is conducting through providing a 
wider prospective of national market- 
ing problems and in tying the various 
surveys together as a unit. He ex- 
pressed the opinion that with distribu- 
tion as the major field of study in the 
marketing of American products at 
home at the present time, the value of 
such ¢toordinating of information and 
| the singling out of the larger and more 
vital trends in the practice of national 
producers can be of value to every dis- 
tributer in the United States. 

The survey program, region by re- 
gion, is bringing in information hither- 
to not available even to the largest 
organizations, and it is intended that 
it will when completed present an en- 
cyclopedia of knowledge of the buying 
habits and purchasing power of the 
American consumer for the use of the 
American business man. 

The study which Mr. Hager will 
make will have the effect of cross 
checking this regional material of 
tracing the development of special 
problems common to all producers and 
of the manner and methods with which 
they are meeting those problems in the 
domestic market. Mr. Hager will be- 
gin his work in New York City, ex- 
tending his operations to other parts 
of the country later. It is expected 
that the study will take up most of the 
present year. 
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Unsettled Weather Retarding 


Hardware Business—Prices Firm 


NEW YorK, April 25.—While there is considerable slowing up 
of business in the hardware trade as reported by leading market 
centers, the outlook is regarded as encouraging. The unsettled con- 
dition of the weather has been responsible for somewhat lighter 
volume of spring goods, but a few days of sustained warmer weather 


will start this line with a rush. 


While this situation prevails in most sections of the country New 
York market reports show improved activity. 

Building in most centers is proceeding in fair volume, but this 
too is expected to take on a healthier aspect within a very short 


time. 


Collections are relatively slow, but with the beginning of con- 
sumer trade in spring and summer lines, and the general advance 
of the season, improvement is looked for. 


Bank Debits Show Decline of 
26.2 Per Cent in Week 


Debits to individual accounts, as re- | 


ported to the Federal Reserve Board | 
by banks in leading cities for the week 
ended April 11, which included but five | 
business days in a number of cities, | 
aggregated $14,064,000,000, or 26.2 per | 


Miscellaneous freight, 378,683 cars, a 
| decrease of 10,400 cars; coal, 151,152 
| cars, a decrease of 23,557 cars; grain 


and grain products, 43,486 cars, an in- | 


| crease of 5986 cars; livestock, 27,481 
cars, an increase of 555 cars; merchan- 
| dise, less-than-carload-lot freight, 262,- 
314 cars, a decrease of 1675 cars; for- 
est products, 68,459 cars, a decrease of 


cent below the total of $19,064,000,000 | 2373 cars; ore, 8431 cars, a decrease of 


reported for the preceding week, and | 


7.3 per cent above the total for the 
week ended April 13, 1927. 

Aggregate debits for 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to $13,276,572,000, as compared with 
$18,198,866,000 for the preceding week 
and $12,317,722,000 for the week ended 
Aya 13, 1927. 


Car Loadings Show Decline for 
Week Ended March 31 


Revenue freight loading for the week 
ended on March 31 totaled 950,249 cars, 
the American Railway Association an- 
nounced today. 

Compared with the preceding week 
this was a decrease of 179 cars, with 
decreases being reported in the loading 
of all commodities except merchandise 
in less than carload lots and miscel- 
laneous, which showed slight increases. 
The total was also a decrease of 36,213 
cars below the same week in 1927, but 
an increase of 21,946 cars compared 
with the corresponding week two years 
ago. 

Loadings for the week as compared 
with the corresponding week last year 
were as follows: 


2920 cars; coke, 10,243 cars, a decrease 
of 1829 cars. 

All districts except the Southern, 
Northwestern and Southwestern re- 
ported decreases in the total loading of 
all commodities as compared with the 
same week last year. 





Building Operations Last Year 
More Than Three Billion 


A total of $3,593,639,403 was ex- 
pended for building operations of all 
kinds in 302 cities in the United States 
with a population of 25,000 or over in 


new buildings and $353,398,271 was for 
repairs and alterations, according to a 
statement April 18 by the Bureau of 
Labor Statistics of the Department of 
Labor based upon a survey of building 
permits issued. 

The Bureau of Labor Statistics has 
recently compiled data concerning 
building permits issued during 1927 in 
302 cities in the United States having a 
population of 25,000 or over. 

In these 302 cities the total expendi- 
ture for building operations of all kinds 
was $3,593,839,405. Of this amount 





$3,240,441,134 was for new buildings. 


1927, of which $3,240,441,134 was for | 


Week’s Price Average 98.1 P. C., 
Says Prof. Irving Fisher 
Prof. Irving Fisher of Yale Univer- 
sity announced April 15 that the pre- 
vious week’s wholesale commodity 
prices, based on Dun’s quotations, av- 
eraged 98.9 per cent of the 1926 level. 


| The purchasing power of the dollar was 


101.1¢c. on a 1926 basis of 100c., says 
the Journal of Commerce. 

Crump’s index for the week on the 
revised 1926 level was 94.7. 

The Italian index on the revised 1926 
level for the week ended April 7 was 


| 75.2. The March average was 74.9 and 








the quarterly average 74.8. 


Farm Price Index Recovers De- 
cline With 12 Point Gain 


The index of farm prices on March 
15 at 137 recovered the 2-point decline 
of the preceding month and was 12 
points higher than on March 15, 1927, 
according to a Department of Agricul- 
ture statement on the price situation 
for April. 

Practically all products contributed 
to this increase in February and March 
except eggs, milk, hogs and hay. Live 
stock prices as a group remained un- 
changed, while grains and cotton in- 
creased and dairy and poultry prices 
were somewhat lower. The farm prices 
of butter did not make the usual sea- 
sonal decline and the price of chickens 
failed to make the usual rise. Since 
the middle of March prices of grains, 
livestock and cotton have advanced 
somewhat, egg prices have remained 
unchanged and butter prices have de- 
clined. 

At*the wholesale markets the aver- 
age of farm product prices was slightly 
lower in March than in February, while 


food prices were slightly higher. 
Among the non-agricultural prices, 
only metals and building material 
prices showed moderate gains. All 


wholesale prices grouped together av- 
erage 146.1 for March, compared with 
145.9 for February, 1928, and 143.4 for 
March, 1927, according to the Analyst 
Index. On April 3 the recent advances 
in agricultural prices raised the gen- 
eral commodity index to 146.5. 

New crop production prospects are 
beginning to be an important factor in 
the wheat market, the department 
added, in view of prospects of the con- 
tinuation of a strong European demand 
for wheat. 

With the available surplus of export- 
ing countries somewhat less than last 
year and with abandonment and low 
condition tending to offset the increase 
in area seeded for the new crop, con- 
ditions appear favorable for market- 
ing the remainder of the 1927 wheat 
crop, it said. 
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Unfavorable Weather Again Hampers Sales 


—Chicago Prices Continue Firm 


(Chicago office of HARDWARE AGE) 


CHICAGO, April 24.—While the conditions surrounding the hard- 
ware trade are in the main very satisfactory, the heavy rains and 
unseasonable snow storms of the past few days are causing another 


temporary slowing down in sales. 


The bulk of the spring business 


so far is coming from the agricultural districts and with the weather 
hampering farm activities the effect on the general market is im- 


mediate. 


However staple merchandise is moving well and the pros- 


pects are bright for considerable demand with the coming of more 


settled weather. 


Construction work is progressing well and is causing a brisk de- 


mand for materials of all kinds. 


The number of permits being 


issued is falling somewhat behind last year but, with the exception 
of 1927, the showing is the best in years. 

The steel mills have shown a very slight decline in production 
this past week but are still operating at about 90 per cent of 
capacity. There is a good volume of orders being placed by manu- 
facturers of all kinds for early consumption but orders for distant 


future delivery are light. 


Collections are reported as satisfactory. 





AUTOMOBILE ACCESSORIES.—Ac- 
cessory sales in general are being ham- 
pered by the changeable weather con- 
ditions. Tire sales, however, are im- 
proving. 
We quote 
f.o.b. Chicago: 
Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 


pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 


from jobbers’ stocks, 


lots of 100, 50c.; A. C. Special Ford, 
36c. each 

Spot Light. — Appleton, No. 3280, 
$6.50 each. 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 
Jacks.—National Standard, No. 21, 
$1.30 each. 
1% in.z 


Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 32 x 4 Liberty, 
$11.15; heavy duty, $13.80: balloon 
tires, 27 x 4.40, $8.70; 29 x 4.40, $9.15; 
30 x 5, $13; 32 x 6, heavy duty, $21.10; 
32 x 6.20, heavy duty, $24.85; -— 
tubes, 30 x 31, $1.60; 32 x 4, $2.5 
34 x 4%, $3. 10, yey - fl 
gray, 27 x 4.40, $1. 80; 40, $1.85; 
3 x 5, $2.25; 32 x 6, $3.10; ‘3 x 6.20. 
3.56. 


BASEBALL GOODS.—Dealers are ask- 
ing for earlier shipments than usual 
this year. The demand is very brisk. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Goldsmith Official 
League ball, $15.00 doz.; Louisville 
Slugger bat, $16.29 doz. 
BOLTS AND NUTS.—Sales are show- 
ing a noticeable improvement. Prices 
are firm. 
We quote from jobbers’ 


cylinder, 


stocks. 


f.o.b. Chicago: Carriage bolts. cut 
thread, 60 per cent discount, small 
earriage bolts, rolled thread, 60-10 


per cent discount; machine bolts, cut 
thread, 60 per cent discount; 
machine bolts, 
per cent discount; all stove bolts, 
10 per cent discount; 
per cent discount. 


small 
rolled thread, “ 

15- 
lag screws, 60 





BUILDERS’ HARDWARE.—There is a 


steadily increasing demand as building 
activities progress. 

We quote from jobbers’ stocks, 
f.o.b, Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.07 
per doz. pair, case lots; less quanti- 
ties, 9c. per ‘doz. pair higher: 4x4 
steel butts, old copper and dull brass 
finish, $2.90 per doz. pair, case lots; 
less quantities, 10c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.50 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass, bit-keyed front 
door sets, $2.60 per set; cylinder front 
door sets, $6 per set. 


CHAIN.—There is a good active de- 
mand and prices are very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % in. proof cow 
chains, $8.50 per 100 Ib. Tensco Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS. — 
Sales are good. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-20% per cent discount. 


EAVES TROUGH, PIPE, ETC.—No 
price movements recently—demand is 
normally active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single head 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.; plain ridge roll, 
1%-in., $3.65 per 100 ft.; corrugated 
conductor elbows, 3-in., $1.51 doz. 


ELECTRICAL MERCHANDISE.— A 
fairly satisfactory volume of orders is 
being received. Prices are without 
a change. 


We quote from jobbers’ 
f.o.b. Chicago: Electrical merchan- 
dise, No. 14 rubber covered wire. 
$5.80 per ed ft; in less than 1000 
ft. lots, $6.3 No. lamp cords, 
$1¢.25 per i000 ft.; in 1000 ft. lots, 


stocks, 


$12; oe brush brass key sockets, 
15%c. each; two-way plugs, 4i5c. 
each, “in lots of 10, 40c. each: two- 





piece attachment plugs, 74%c. each: 
dry cells, boxes of 50, 32%c. each; 
lege than case lots, 36c. each. 
lectrical Appliances.—Iron, Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 
Radio Be yr eg B batteries, 
D 779 $1.40 each; base lots of 5, 
ia 30; No. 770, $3 each: packages of 
80; No. 772, $2.06 each; pack- 
+ of 5, $1.92; ‘No. 86. $3.58 each; 
pad of 5, $3.33; new No. 485 
yerbilt battery, less than standard 
package, $2.53 each; standard pack- 
age lots, $2.33 each. 
Battery Chargers.—Apco line, 
of less than 10, $9.90 each. 


FIELD FENCE.—Season prices remain 
in effect as last quoted. This is an 
active ordering period. 
We quote from jobbers’ stocks, 
f.o.b. Ps el 726-6-12%, $28.68 


100 rods; 1948-6-14%, $43. 62 per 100 
rods; 2158-6-414, $48.98 per 100 rods. 


FILES.—Prices are very firm and 
sales are normal. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 

50 per cent off list. 


FISHING TACKLE.—The demand is 
seasonally very active as dealers are 
buying in anticipation of the opening 
of the fishing season. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Bronson No. 1800, 
$1.60 each; Chicago level winding 
reel, $2.00 each; Symploreel No. 752. 
$4.90 each, 


GALVANIZED WARE.—There is a 
concerted action by the manufacturers 
canceling their last 5 per cent reduc- 
tion in prices on competitive tubs and 


pails. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $5.75; No. 2, 
$6.50; No. 3, $7. 65; 10 at. galvanized 
afte’ made pails, $2. 00; 12 qt., $2.25; 
14 qt., $2.50; 1 gal. all ‘galvanized oil 
cans, special,, $2.35 doz.; 2 gal., $4.00 
doz.; 3 gal., $5.75 doz.; 5 gal., $7 doz.; 
1 bu. galvanized baskets, $6.25 doz.: 
_No. 26 baled % bu. galvanized meas- 
“ure, $4.50. 


GARDEN HOSE AND LAWN 
SPRINKLERS.—Sales have developed 
during the past week to where they 
are about normal for this season of the 


year. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
wed molded hose, %-in., lle. per 
%-in., 124%c. per ft.; 5 ply, good 

1% - in., 8c. per ft.: 
Lawn _ sprink- 
doz.; original 


lots 


Pol Se, wrapped, 
%-in., 9%c. per ft. 
lers, Rain King, $28 a 


fountain sprinklers, $6 doz.; in- 
bow, 38-in. high, $24 a doz. 
GLASS AND PUTTY.—There is a 


good seasonal demand and prices are 


firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, all 
brackets, 89-5 per cent discount: sin- 
gle strength B, all brackets 90-7% 
per cent discount; double strength A, 
all brackets, 89 per cent discount; 
double strength B, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 Ib.; commercial, $3.50 
per 100 Ib. 
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GLASS SUBSTITUTES.—Late spring $42.60 list. Arctic, 1 qt., $4 list; 2 at., 


volume has been very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Cel-O-Glass, 100 x 3 
ft., full rolis, $36 each; U-V Glass 
substitute, $27.00 each; Glass-Cloth, 
150 x 3 ft., full rolls, $12 each. 

For mill shipment, a cheap U-V 
screen glass is offered at $24.75 per 
roll of 100 x 3 ft. 


$4.60 list; 3 qt., $5.45 list; 4 qt., $6.80 
list; 6 qt., $8.60 list; 8 qt., $11.10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 at., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 qt., $6.30 list; 8 qt., $8.20 list: 
10 qt., $10.75 list; 12 qt., $14 list; 15 
t., $17 list; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz.:; 4 


HAMMERS AND HATCHETS.—There qt., enamel, $18 per doz. Above prices 


is a heavy demand for standard nail 
hammers. Several makers are ad- 
vancing prices on the medium and 


cheaper grades. 
HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets. No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL. — A 
good seasonal demand is developing 


and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hay fork handles, 
straight, chucked and bored, X 4 ft., 
$2.40 per doz.; 4% ft., $2.70 per doz.; 
XX 4 ft., $3. 90 per doz.; 4% ft., $4.20 
per doz.; ash fork handles, bent, 
chucked and bored, X 4 ft., $2.90 per 
doz.; 4% ft., $3.20 per doz.; ash hay 
fork’ handles, bent with strap, fer- 
rule and cap, X 4 ft., $4.90 per doz.: 
4% ft., $5.25 per doz.; XX 4 ft., $6.15 
per doz.: 4% ft., $7. 10 per doz.; bent 

manure ‘fork handles, plain, X 4 ft., 
$3.05 per doz.; 4% $3. ~ per doz.: 
XX 4 ft., $4.65 Sele ye 4% ft., $5 
per p BY, bent manure “fork og nee. 
with strap, ferrule and cap, X 4% ft., 
$5.25 per doz.; XX 4 ft., $6.65 per 
doz.; 4% ft., $7.10 per doz.: garden 
hoe handle, X 4% ft., $2.60 per 
doz.; XX 4% ft., $3.70 per doz.: rake 
handles, X 5% ft., $3.50 per doz. : 
XX 5% ft., $5.65 per doz.: shovel 
handles, regular pattern, X 4% ft., 
$4.25 per doz.; XX 4% ft., $5.95 per 
doz.; D shovel handles, pe $5.25 per 
doz.: XXX. $8 per doz.: wood D 
svade handles, X, $4.90 ner doz.: 1D 
shovel handles. X, I. D. L. top, $4.45 
per doz.: Sturd-E top, $4.50. 


HANDLES, HICKORY.—Prices are 
very firm, with supplies slow, as the 


better manufacturers are very busy. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 (new B. Ww.) 
hickory, $4 doz.; No. 2 (new B. R.), 
$3 Sos. second growth hickory (new 
A. $5 doz.; finest selected pecond 
Browth hickory (mew A. A.), $6.5 
oz 

Hatchet and Hammer Handles.— 
No. 1 (new S. B. R.), 90c¢.: doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 


HINGES.—There has been no change 
in jobbers’ prices and sales are good. 


We quote from jobbers’ stocks. 
f.o.b.Chicago: Heavy strap hinges 
in bundles, 4 in., 92c.: 5 in., $1.22: 
6 in., $1.54: 8 in., $2.47; 10 in.. $4.00 
per doz. pair; extra heavy T hinges 
in bundles. 4 in., $1.26; 5 in., $1.56: 
6 in.. $1.87; 8 in., $2.80; 10 in., $4.50 
per doz. 


ICE CREAM FREEZERS.—It is still 
rather early for much of a volume of 


current orders. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: White Mountain, 1 
at., $4.80 list; 2 qt.. $5.60 list; 3 at., 
$6.75 list; 4 aqt., $8.25 list: 6 at., 
$10.45 list; 8 qt., $13.40 list: 10 at., 
$17.90 list: 12 qt., $21.50 list; 15 at., 
$25.60 list; 20 qt., $33.20 list; 25 at., 


are net. 


LAWN MOWERS.—As the season ad- 
vances sales show a steady betterment. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 16-in. ball bearing, 
5-knife, 11l-in, wheels, $12.35 each: 
16 in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in., ball bearing, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each. 


NAILS.—Order volume is satisfactorily 
large—and prices are still well main- 
tained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: l.c.l. quantities com- 
mon wire and cement coated nails, 
current lLec.l. stock orders, $3.10 per 
keg base, Dec. 1, 1927, extras. 


PAINTS AND OILS.—An active de- 
mand is reported. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil, Raw.—Barrel lots, 85c. 
per gal.; 5 barrel lots, 82c. per gal. 

Linseed Oil, Boiled. — Barrel lots, 
— per gal.; 5 barrel lots, 84c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
58\%c. per gal.; steel drums, extra $6, 
returnable. 

Turpentine. — Drum lots, Tle. per 
gal., net. 

White Lead.—100 lb. lots, $13.25: 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac.— (4% Ib. cuts), white, $2.60 
per gal.: orange. $2.30 ner gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

Yani Paste.—Barrel lots, 7%c. per 
Ib. 


PREPARED ROOFING.—Sales_con- 
tinue very heavy, due to existing very 
low prices. Many makers are anxious 
for higher figures to be put in effect. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.75 per 
square; best grade tale surfaced, 
$2.15 per square; medium tale sur- 
faced, $1.30 per square; light tale 
surfaced, 90c. per square; red rosin 
sheathing, $55 per ton. 


PYREX WARE.—The makers are of- 
fering a new assortment with a display 
rack to dealers and it is stimulating 
the demand. 


We quote from jobbers’ stocks 
f.o.b. Chicago: 
2, $7.20 dozen; 





Bread Pans. 
No. 214, $12 dozen. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.: 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.: 
No. 643. $14 doz. 

Pie Plates.—-No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup. $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

No. 231, $8 doz.: No. 





232, $14 doz. 

Iced Tea Sets.—$4 per set. 

ROLLER SKATES.—Sales are very 
good. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates, 
boys, $1.40; girls. $1.50; eg oe roller 
skates, boys, $1.30; girls, $1.4 

ROPE.—Orders are coming in freely. 
Sisal prices are firm, with manila still 
rather weak. 








We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Mani.a standard 
brand, 2lc. to 23c. per Ilb.; No. 2 
Manila, 20c. per lb.; No. 1 sisal, 144%4c. 
to léc. per Ib.; No. 2 sisal, 1344c. to 
lic. per Ib. 


SASH CORD.—There is only a fair 
volume of orders. Prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.90 per doz. hanks; No. 8, $8.90 per 
doz. hanks. 


SASH PULLEYS.—Prices are firm 
and the demand is fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
55c. per doz.; barrels, 50c. per doz.; 
Common Sense, 2 in., 55c. doz.; bar 
rels, 50c. doz.; No. 110, 50c. doz.; 
barrels, 45c. doz. 


SCREEN DOORS AND WINDOW 
SCREENS.—Still too early for the 
largest sales volume, but orders are 
more active. No price changes. 


We quote from jobbers” stocks, 
f.o.b. Chicago: Screen doors, No. 266, 
2-8 x 6-8, $20.46 doz.; No. 296, 2-8 x 
6-8, $24.66 doz.; No. 311, 2-8 x 6-8. 
$29.22 doz. Window screens, No. 1833, 
$4.56 doz.; No. 2433, $5.40 doz. 


SCREWS.—Prices are well maintained 
at basis much above 1927. Sales are 
normally good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: (New lists Jan. 3, 
1928.) Flat bright screws, 50 per 
cent, round head, blued, 45 per cent; 
flat head brass, 45 per cent; round 
head brass, 40 per cent. 


SOLDER AND BABBITT.—The mar- 
ket is still low, and sales are only fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $35 per 100 Ilb.; medium 45-55 
solder, $33 per 100 Ib.; tinners 40-60 
solder, $30.50 per 100 lb.; high speed 
babbitt metal, $20 per 100 Ib.; stand- 
ard No. 4 babbitt metal, $12 per 100 
Ib. 


STEEL SHEETS.—Prices are stead- 
ily held, though manufacturers are none 


too busy. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage galvanized 
sheets, $5.30 per 100 Ib.; 28 gage 
black sheets, $4.20 per 100 Ib. 


WIRE PRODUCTS.—Sales are show- 
ing increased activity, with prices 
steady and likely to so remain. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 9 black annealed 
wire, $3.30 per 100 Ib.: No. 9 gal- 
vanized plain wire, $3.85 per 100 Ib. 
catch weight spdols galvanized cattle 
or hog wire, $3.80 ner 100 lb. Polished 
fence staples, $3.55 per 100 lb. Wire 

cloth, black, 12-mesh, $1.85 per 100 
sq. ft., galvanized, 12-mesh, $2.05 per 
100 sq. ft.; bronze, 14-mesh, $5.60 per 
100 sq. ft. Galvanized poultry net- 
ting, galvanized before made, 60 per 
cent discount; galvanized after made, 
50-10 per cent discount. 


WRENCHES.—The new Master Still- 
son pipe wrench is having a large sale. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10-5 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers wrenches, 50-10 per cent 
discount off new iist; Stillson 
wrenches, 70-1060 per cent discount: 
Trimo, 70-5 per cent discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8.80; No. 
698. Crankcase Drain Plug Socket, 
$3.20; No. 90, Square Socket Set, 
$3.70; No. ‘1817, Giant “Snap-on” with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 
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Pittsburgh Business Responding to 
Better Weather—Prices Steady 


(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, April 24.—Hardware business is responding well to more 
settled and more seasonal weather and yet the statement is common that 
there is room for considerable improvement. The year to date has been 
below expectations and the fact that there is now a good movement of 
articles that usually sell well at this time of the year is looked upon 
merely as what would happen anyway. It is discouraging not only to 
the hardware trade, but to others, that the coal situation shows no 
improvement, and developments that were counted on to help the situa- 
tion have not materialized. The granting of an injunction by a Federal 
court judge at Richmond, Va., restraining the Interstate Commerce Com- 
mission from interfering with a proposal of the southern railroads to 
reduce rates on coal moving to the Lakes from southern fields to the 
same extent that rates on Pennsylvania and Ohio coal were reduced last 
August restores for the time being the former narrow spread between 
southern and northern freight rates and probably means that southern 
fields will, for this summer at least, get the bulk of the northwestern 
coal business. It would have been very helpful to the local mines and 
to local business in general if at least some of the Lake trade could have 
been recovered. It will be some time before the Supreme Court can pass 
on the decision of the lower court and the successful outcome of the 
battle for lower northern rates has been set aside until the higher court 
can hear the case and make its decision. 

Hardware prices are holding very steady with few changes of conse- 
quence noted. Makers of sledges have adopted a new mode of sale and 
hereafter will sell on a pound instead of a piece basis, and the list and 
discounts method of quotation is supplanted by net prices. Second grade 
hammers have been advanced about 10 per cent; it is said that former 
prices showed makers a loss. Collections still are slow. 


AUTOMOBILE TIRES AND TUBES. = 
—No improvement is noted in the de- | "39 
mand for tires and tubes. Prices to | Re 
retailers of the popular sizes of Mans- | 1.30 





field tires and tubes: 


Casings.—High pressure, cord, 30x 
3% in., clincher, $6.10 each; same ex- 
size, $8.30; 31 x 4 in., $13; 32 x 4 


No. 2. 
No. 6 dry cells, ignition type unit 
packages, 32\%c. each. 

Flashlights. —No. 935, 9%4C. each; 
No. 950, 9%c.; No. ex oi, No. 705, 


, $13.80; 33 x 4 in., $14.50; 32 x 1% 28c.: No. 750, 18%c.; N 25e. 
yi $20.20; 33 x 5 in., $25.50; balloon, | Hot Shot.—No. 1461, ster No. 1661, 
29 x 4.40 in., $9.16; 30 x 5 in., $13; 31 | $2.37. 


x 5 in., $13:65; 30 x 5.26 in., 20 in. 


rina, $26.15; 2 in. rim, $15.66; 30 x 6.57 BOLTS, NUTS AND RIVETS.—The 
in., $20.85; “ .40; . A . * s 
in., 20 in. rim, $21.10; 21 = rim, $21.80. price situation in bolts and nuts is 

Tubes.—High pressure, tan, 30 x getting stronger and jobbers are find- 


+ ral eee ce oe * ow ee ing they do not have to go lower than 


$2.60; 32 x 4% ~ $2.90; 33 x % in., | 60 per cent off list to get orders. 
$3; 34 x 4% in., $3.10; 33 x 5 in., $3.75; | iti j 
gray tubes seil lsc. to 50v. less: bal. | Cleveland competition has subsided. 
loon, gray, 29 x 4.40 in., $1.85; 30 x 5 Jobbers quote: 


in., $2.25; 31 x 5 in., $2.30; 30 x 5.25 Solte.—All styles exce 
i , ‘ — J pt stove and 
le 3 7 me ie as. he ~~ oto: tire bolts, per 100 pieces, 60 per cent 


ned - . f —" off list; stove bolts, 75 and 10 per 
33 x 6 in., $3.55. cent off list; tire bolts, 50 and 10 per 


: . * cent off list. 
AWNING HARDWARE.—This line us Nuts.—All styles, 60 per cent off 
doing well now that the sun is getting lst. ae nee an 
} Hy 4 vets.—-Large, a ase per 
high and warm, and awning companies | pieces; small wagon and tinners’ riv- 
are getting busier. Jobbers quote: ets, 60 per cent off list 


Eye ends, % in., $5 per 100; % in., BUILDERS’ HARDWARE. — Inquiry 
$8: ‘hinges, $8.50'per 100, % in. | shows constant improvement, but ac- 


BATTERIES.—Dry cell radio batter- tual sales still are behind the inquir- 


: d F ff in demand. This ies. Prices are firm. Jobbers quote: 
0 ee Butts.—Ball tip, plated, dull brass 


is not unusual as the days lengthen and and antique copper, less than case 
i i iled. lots, 3 in. x 3 in., $18.50 per 100 pair; 

the use of radio sets is curtailed. Job rag age Ree ary Ae ag 
bers quote: Hinges.—Heavy strap, 6 in., $1.85 
Broken Unit per doz.; 8 in., $2.95; 10 in., $4.80; 

Packages Packages extra heavy, T, 6 in., $2.30 per doz.; 

Me; OEE: ciseissavsasee $2.53 $2.33 3 in., $3.40; 10 in., $5.40; light strap, 
eS eer 3.33 with screws, packed one pair in a 





a he. ETO E ers 2.06 1.92 box, 3 in., $9.60 per 100 pair; 4 in., 


| 


re 0 tee T, 3 in., $11 per 100 pair; 

in 12.6 

Hasps. — Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


| FARM, GARDEN AND LAWN.—Out- 
| door activity is stimulated by the right 
| sort of weather and there is a good 
| movement ‘of most items under this 





heading. Jobbers quote: 


Forks, Rakes and WHoes.-—Manure 
forks, No. 31, $13.63 per doz.; No. 41, 
$15.24; spading forks, No. 84, $10.80 
per doz.; No. 72, $14.28; garden rakes, 
No. 014, $5.64 per doz.; No. 512, $8.64; 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, $6 per doz. 

Barrows. — Garden, No. 81, $3.65 
each; No. 82, $4.75; No. 83, $5; No. 84, 
$7.75; No. 45, $4.50; No.+ 35, $5.75; No 
25, $6.25. 

Trowels.—Garden, No. 7, $1.40 oj 
doz.; No. 803, 90¢.: No. 809, $2; 

100, $3.50; No. 85, 80c.; No. 02, ise. 

Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; Ger- 
man, $3.60; English, $7; Shears, No. 
360, $3 per doz.; No. 380, $3.60; No. 
520, $5.50; No. 525, $7; No. 540, $6. 

Shears.—Pruning, No. 25, $2 per 
doz.; No. 0, $4. = No. 533, $6.50; No. 
4671, $9; hedge, 8 in. blades, $1. 55 to 
$1.75 each; 9 in., $1.40 to $1.90; 10 in., 
$1.60 to $2. 

Pruners. — Tree, Water, $1.30 to 
$1.60 each; Division, $2 to $2.10; Rock- 
dale, oo $1. 35 to $1.65; McKinney, $2.60 
to « 

B cig Reels and Nozzles.—Garden 
yowe in wa “og rolls, ¥% in., 9c. per ft.; 

in % in., lic.; nozzles, 
%. 60 to yx ‘per doz. reels, $1 to $4 
each. 

Sprinklers. — Ring, 50c. each; Rain 
zion, $2.35; Giant Rain King, $7.50; 
Pluvius, $1.15. 

Sprinkling — —Galvanized, 4 qt., 
$6 per doz.; » $6.60; 8 qt., $7.50; 
10 qt., $8. 40. 

Lawn Mowers.—12 in., $5 to $8.75 
each; 14 in., $5.25 to $13; 16 in., $5.75 
to $13.50; 18 in., $8.50 to $14; 20 in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1 Ib. 
papers, 25c. per Ib.; in 100-Ib. drums, 
15g. per |lb.; arsenate of lead, 1 lb. 
papers, 25c. per Ilb.; 100-lb. drums, 
16c. per Ib. 


HOUSE-CLEANING SUPPLIES. — 
Here is a really active spot in hard- 
ware goods. Jobbers quote: 


Mops.—O-Cedar, 33% per cent off 
list; Cotton, best grade, No. 12, $4.20 
per doz.; No. 20, $6; No. 30, $10; No. 
36, $13.50. Second grade, No. 12, 
+ .S- No. 20, $4.50; No. 30, $6.75; No. 

chaste eee ge x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 

axes.—Johnson paste wax, 1 Ib. 
cans, 75c.; 2 Ib. cans, $1.70; 4 Ib. 
cans, $3; $ Ib. cans, $6: Old English, 
1 Ib. cans, 85c.; 2 Ib. cans, $1.70; 4 Ib. 
cans, $3; ‘liquid wax, Johnson, pints, 
75c.; quarts, $1.40; Old English, 
pints, 75e.; quarts, $1.40. Dealer’s 
+ en A 33% per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire racks, $6 per 
assortment. 

Wall Cleaners.— Smoky Citv and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per ft. 

Floor Polishers.—Johnson’s electric, 
$22.12 each net; hand, $3.75 each; Old 
English, $2.60 each. 

Carpet Beaters. — Justrite, $1.10 
doz.: No. 4, $1.20. 
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PAINTING SUPPLIES. — Business 
grows steadily better as the spring 
wears on and weather conditions be- 
come more favorable. Prices are un- 
changed. 

Prices to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2.00 (whites and dark 
greens, lic. per gal. higher); white 
lead, 13%c. per Ib. in 100-lb. lots; 10 
per cent less in lots of 500 Ib. or 
more and extra 4 per cent less in 
lots of a ton or more; turpentine, 74c. 
per gallon in barrel lots; raw linseed 
oil, 11.5c. per lb. in barrel lots. 


POULTRY NETTING.—If other items 
were doing as well as this, jobbers 
would have little cause for complaint. 
They quote galvanized netting at 50 
and 10 per cent off list after weaving. 


SANITARY GOODS.—Business_ con- 
tinues good. Jobbers quote: 
Desolvo, No. 16, $3.75 per doz. in 
lots of doz. or more; less than 
3 doz., $4; No. 10, $2.15 per doz. in 
lots of doz. or more; less than 3 
doz., $3.25; Kloset Klean, $2 per doz.; 
Saniflush, $2.25 per doz.; Presto pipe 
opener, $2 per doz.; tile and porcetain 
a $1.20 per doz.; bowl cleaner, 


SCREEN WIRE CLOTH.—There is a 
lively movement in this line, which 
jobbers quote: 


Black, $1.80 per 100 sq. ft.; opal, 
$2.10; bronze, $5.50. 





SLEDGES.—New prices are on a net 
basis per pound instead of on a list and 
discount and so much apiece. 


SPORTING GOODS.—It is not hard 
to realize that the spring is here in 
view of a heavy demand for baseball 
goods and also for tennis supplies. Get- 
ting the playing surfaces ready has 
meant a big demand for rollers and 
extra heavy netting is wanted in the 
creation of courts. 


VENTILATORS. — Sales are fairly 
frequent, but not of very heavy vol- 
ume. Jobbers quote: 


Continental ventilators, 
type, No. 923, $3.65; No. 937, $4.00; 
No. 949, $5.50; No. 595, $6.05; No. 
1537, $5.25; No. 1549, $7.10; and No. 
836, $3.35. All prices per dozen. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 


wooden 


$6.90, and No. 1445, $7.80. All prices 
per dozen. 
Diamond E ventilators, all metal 


type, No. 01, $4.40; No. 02, $4.80; No. 
03, $5.60; No. 1, $5.20; No. 2, $5.60; 
No. 3, $6.40; No. 4, $7.60; No. 5, $8.40. 
All prices per dozen. 
VACUUM SWEEPERS.— Univac 
sweepers have been lowered in price 
again and now are quoted at $34.50 
each with all attachments at retail, 
and $24.50 to dealers. 








WIRE PRODUCTS. — Continued good 
demand is noted for fence and fencing 
materials, but nails still are rather 
slow. 

We quote from Pittsburgh jobbers’ 


stocks: 

(Fence Wire 

per 100 Ib.) Annealed Galvanized 
Ne. 6 to 9 GASC.c ccs. $3.05 $3.50 
EEG ou anckcnencee ee 3.55 
gg) aS eee 3.15 3.60 
BOE. 6 anrtue craw s eta’ 3.20 3.70 
SP BAe are 3.30 3.85 
ey) ee ae eee FC 4.05 
SS ee 4.30 
Ne NE ek oe cea eee 3.80 4.45 


Barbed Wire (per 80-rod spool): 


a Pr eee $2.97 
SS rrr 3.18 
PERE DOE ss ic inv. ok conven sisadess 3.43 
ee | aS eee ea 3.17 
2-point cattle (special).......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
MEME Tri. Sok 4 ede Waa phan Cass $39.80 
Ol EAS See reer ee 
MISE Woscles nde wesci es aascmee meee 
ae err err reer gre 
US og ong sc ek Siig kes en cb awa sa eee 
TE 5 hgs:5 ca eine eee ane Kew ee 49.20 


Poultry and Rabbit (No. 14 gage): 


DU MEE eso Fock o5 Keowee emay mee $36.50 
PU RE ioe hoe 60 2 ete eens bee 44.00 
PEER RM ai wis Ji gnlwchawctwe sicenncus 49.50 
Steel Fence Posts: 

Galvanized Painted 

Tubular Formed 
err sere ee re 
OTE. occ cece se UOC. CREM BSC; Gach 
ENS 55 <. cavinee cts 65c. each 40c. each 
Pe dd cra oak ea tenors 45c. each 


Bright nails, base, per keg, $2.85. 





Cold Weather the Past Week Checked 


New England Seasonal Retail Business 


BosToNn, April 24.—Retail business throughout New England the past 
week, and particularly in Massachusetts and Maine where the Battle 
of Lexington and Concord was celebrated on the nineteenth, was dis- 
appointing. April 19 is the day when Tom, Dick and Harry begin their 


(Boston office of HARDWARE AGE) 


annual spring work about the home and garden. Green peas are planted | 


on that day if not before. 


It is a day when man gets out in the open 


and works hard and then spends -the remainder of the week trying to | 


get his joints working right once more. 


cold, however, and much time was spent in trying to make the greatly 


depleted coal pile give a little heat to warm the house. 


Many gardens 


went unplanted, many a paint job remains in the offing, storm windows 
and doors are still in vogue, while screens and screen doors remain 


prospective tasks. 


The retail dealer put in attractive windows. 


Seeds, 


screen paints, house and inside paints, saws, hammers, pruning shears, 
rubber hose and other seasonable merchandise were cleverly displayed. 
But the music of the cash register bell did not quicken noticeably. 


The retail trade is not as optimistic as it might be. 


A lot of last 


winter merchandise was carried over, and the spring trade is as fully 


retarded as it was a year ago, if not more so. 
Taxes and rents remain high. Compe- 


money from charge customers. 


tition from all directions is bitterly keen. 


It is difficult to collect 


An unusually large number 


of retail firms handling hardware have assigned. The only things in- 
creasing are speculation and stocks, and every retail dealer, hardware 
or otherwise, is worried about the smash that must come sooner or later 


in the stock market. 


Big bankers are not uneasy, however. 


He feels that money will be tighter than ever. 


They say we should not forget 


that the wealth of the country has increased very rapidly, and securi- 
ties of corporations are now so widely distributed the situation is not 
so serious as it appears to many. What is really needed in mind and 
business is a little real warm weather, say we. 


| 
Most of the week was bitterly | 
| 





BASEBALL GOODS.— Despite the 
cold weather, jobbers’ sales of baseball 
goods have been surprisingly good the 
past fortnight. The average retailer so 
far this year has bought a good assort- 
ment of merchandise. 


We from 
stocks: 

Catchers’ Mits.—Youth’s model, $8 
te $14.50 per doz. net; amateur model, 
$14.50; full size, $28.50 and $40; semi- 
professional, $64. 

First Base Mits.—Youth’s model, $8 
per doz. full sized, $13 to $36; 
speed model, $44; Stuffy McGinnis, 
$50; professional model, $61. 

Baseball Gloves.—Boy’s, $5.50 to $11 
per doz. net; Tris Speaker (brown 
horsehide) $14.50; G. C. Alexander, 
professional speed model, $40; speed 


quote Boston jobbers’ 


net; 


model, $58. 

Baseball Bats.—Babe Ruth, $16.20 
per doz. net; Eddie Collins, $16.20; 
Harry Heilman, $16.20; Babe Ruth 
Jr., $7.20; Bin-Go, $12; burnt oil fin- 
ish, $10.80. 

Baseball. — With rubber center, 
$14.50 per doz. net; with cork and 
rubber center, $14.50: Professional 
League, $8; Boy’s League, 3.50; 
Junior League, $2.75; Dollar Lively, 
No. 7, $6. 


CELLAR WINDOW WIRE.—Certain 
retail dealers have suddenly found 
themselves out of cellar window wire 
and have purchased stock the past 
week. There is no pep to business, 
however. 


We quote from Boston jobbers’ 
stocks: 
Cellar Window Wire. — Standard, 


three mesh, 24 to 48 in., $4.45 per 100 
sq. ft. net; 12 to 20 in., $4.70. 


CLOTHES DRYERS.—As is usual at 
this time of the year there is a call for 
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clothes dryers. Sales are up to those 


of a year ago. 
We quote from Boston jobbers’ 
stocks: 
Dryers. — ieehen, No. 1, $6.90 each 
net; No. 2, $6. 


ESTWING GOODS.—Further buying 
by retail dealers in anticipation of a 
good spring business is reported by 
jobbers. Public schools will close be- 
fore we realize it and the American 
youth will want to take to the tall 
timbers with his axe, knife and the rest 
of the outfit. 


We quote from Boston jobbers’ 

stocks: 

Estwing Line.—Scout axe No. E524, 
1.34 each net. Utility axe, No. E528, 
1.50. Half hatchet, No. E502, $1.50. 

Curved claw hammers, No. E112, 12 
0z., $1.84; No. E116, 16 0z., $1.34; No 
E120, 20 oz., $1.50. Straight claw 
hammers, No. E212, 12 oz., $1.34; No. 
E216, 16 oz., $1.84; No. E220, 20 oz., 
$1.50. Ball pein hammer, No. E316, 
$1 ag $1.17. Camp knife, No. E600, 


FISHING TACKLE.—The trout season 
opened with a bang at sunrise on Sun- 
day morning, April 15. Retail dealers 
have transacted a good fishing tackle 
business since then and expect to sell a 
lot more stuff before the season ends. 


We quote from Boston jobbers’ 
stocks: 

Rods.—Steel bait, Vim, 55c. each 
net; Sunnybrook, $1; bait casting, No. 
54, $1.56; Sunnybrook fly, No. BF, 
$1. i0; telescope, No. 86, 8% ft., $1.65, 
No. 96, 9% f .65. 

Reels. bas Rs "35, 7 50 per — net; 
— 75, $6; No. 150%, $10.5 No. 

25, $12; No. 250, $18. 75; No. 356, $26; 
No 500, $36. 

Rig ed Lines.—No. 5, 40c. per doz. 
net; No. 550, 80c.; No. 1000, $1.20; No. 
2006, $1.75. ‘Cod lines, No. 2500, $2.40 
per doz.; No. 40, $4; No. 50, $6. 


FREEZERS.—Jobbers are frank to ad- 
mit it is difficult to interest the average 
retail dealer in freezers while the pub- 


lic is clamoring for coal and _ heat. 


Bookings to date are behind those of a 


year ago. 
We quote from Boston jobbers 
stocks: 
Alaska Freezers.—1 qt., $2.95 each; 

2 qt., $3.45 each; 3 qt., $4.10 each; 

4 4 -» $6.30 each; 8 qt., 

8.20 each; 10 qt., $10.75 each; 12 qt., 

14 each; 15 qt., $17 each, and 20 
qt., $21.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1 at., 
$3.35 each; 2 qt., $3.90 each; 3 qt., 
$4.65 each; 4 qt., $5.75 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.— 2 qt., 
5.65 each; 3 qt., $6.75 each; 4 qt., 
8.25 each; 6 qt., $10.45 each; 8 at., 
$13.50 each, and 10 gqt., $18 each. 
These are list prices and are subject 
to dealers’ discount of 50 per cent. 

Auto- te agg Freezers. — No. 
$3.33 net; No. $4 net; No. 3, $5. 33 
net, and No. A, $6. 67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. — Bright, galv., 
tapered, 2 qt., $8 per doz.; same 
size, enameled-galv., $10 per doz.; 
4 qt. size, enameled-galv., $18 per 
doz., and 1 qt. size, Junior enameled, 
$4.80 per doz. These are net prices 
to dealers. 

Arctic Freezers.—1 qt., $4; 2 qt., 


+ $ ° 

at., $16.65; 15 qt., $23.30. 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 

, Seer’? Freezers,—No. 01, 1 qt., 

4.00; No. 1, 1 qt., $5.50: No. 2, 2 qt., 
$7.00: No. $, 3 at. $8.00, and No mv 
4 qt., $9.00. All gray enameled, These 
are list prices subject to dealers’ dis- 
count of 33% per cent. 


GALVANIZED CLOTH.—There is a 
steady, although not active, demand 





for galvanized cloth. The average re- 
tailer is buying only such quantities as 
are actually needed. 
We quote from Boston jobbers’ 
stocks: 


Galvanized Cloth.—In standard rolls 
of 100 lineal feet each of standard 


$4.38; 4-mesh, 0; 
6-mesh, $4.85; 7- mesh, $5.35; 
$5.35; 10- mesh, $6.10. 

Extras.—Rolis 50 ft. in length, 10c. 
per 100 sq. ft. additional. Pieces un- 
der 50 ft. in length, if for reasonable 
quantity, 50c. per 100 sq. ft. addi- 
tional. Widths under 24 in. but not 
under 12 in., 25c. per 100 sq. ft. addi- 
tional. Widths over 48 in., but not 
over 72 in., 50c. per 100 sq. ft. addi- 
tional. 


HAMMERS.—Boston jobbers are about 
to put into effect new prices on heavy 
hammers, which will show an advance 
of approximately 20 per cent. 
INSECTICIDES.—Reports covering in- 
secticides continue of an optimistic na- 
ture. Unless all signs fail it should be 
a great spring and summer for all kinds 
of bugs and things that attack vegeta- 
tion, and the retail dealer is preparing 
to meet demands of consumers. 


We quote from Boston jobbers’ 
stocks: 

Hellebore.—Powdered, white, 4% Ib. 
packages, 48c. per Ib. net; % Ib., 35c.; 
1 Ib., 27c. 

Pine Tar.—In cans, % pints, $1.10 


-60; 
8-mesh, 


oS 75 doz. net; pints, $1.65; quarts, 
«fo 
Crow Repellent. — Stanley’s, small 


containers, 70c. each net; large con- 
tainers, $1.05. 

In-A-Minute. — Insecticide, $3 per 
doz. net. 

Buq Death.—One Ih. packages, $1.44 
per doz. net; three lIb., $3.75: five Ib., 
$5.62; 12% Ib., $13.50; 100 Ib., $7.50 
each. 


MOPS AND WRINGERS.—We have 
arrived at a time of year when the 
natural inclination is to clean-up and 
paint-up. Mops and wringers are 
timely topics. Retailers should look to 
their stocks. 


We quote from Boston jobbers’ 
stocks: 

Mops.—Cotton, Eureka, 9 lb. twine, 
$2.40 per doz. net; 12 Ib. twine, $3.20; 
15 lb. twine, $4; 18 Ib. twine, $4.80. 

Mop Wringers. —White line, hovel. 
No. 1, $32 per doz. net: family, No. 
2, $21.60; No. 14, $31; No. 114, $27; 
Can’t Splash, No. 112, $7. Lamco 
line, in lots of less than doz., $26 
per doz. net; in lots of * doz. or 
more, $24. Brockton line, in lots of 
less than % doz., $39 per doz. net; 
in lots of % doz. or more, $37. 


SANITARY PRODUCTS.—AIll kinds 
and makes of sanitary products are 
selling, but in no great volume. Taking 
everything into consideration, however, 
the situation is satisfactory, according 
to jobbers. 


We quote from Boston jobbers’ 
stocks: 

Deso!vo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
trinle strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 ner doz.: in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean. 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans. $2.15 per doz.; gross lots, 
$2 ner doz. 

Tubola. 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
eans, $2.15 per doz., gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 





22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; rage om oN 8 % size, 
$3.60 per doz.; Silvers 

size, $1.80 per doz.; Waterless Bn 
2 pt. size, $5.40 per doz.; same, 5 qt. 
size, $9 per doz.; window cleaner, 6 
oz. size, ¥ 60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.82 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, $ oz. size, 
$3.60 per doz. 

Economy plumber, drain, pipe 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 


SCREWS.—Jobbers have put into ef- 
fect new lists on machine screws to 
conform with those recently issued by 
manufacturers. The new prices amount 
to an advance of approximately 10 per 
cent. 


We quote from Boston jobbers’ 
stocks: 

Screws.—Wood, flat head bright, 50 
and 10 per cent discount; round head 
blue, 45 and 10 ver cent discount: 
flat head blue, 50 and 10 per cent 
discount, add per cent; round 
head nickel, 27% and 10 per cent 
discount; flat head galvanized, 20 
and 10 per cent discount; oval head 
nickel, 27% and 10 per cent dis- 
count; flat head brass, 45 and 10 per 
cent discount round head brass, 40 
and 10 per cent discount; oval head 
brass, 40 and 10 per cent discount. 

Machine Screws.—lIron, flat and 
round head, 40 and 10 per cent dis- 
count net; brass, flat and round head, 
50 and 10 per cent discount, net. 


SOCKETS.—Quite a number of New 
Engand retail dealers are building up 
a very good socket business, which is 
reflected in the local jobbing market. 
Certain jobbers here are carrying 2 
larger stock of sockets than ever be- 
fore in their history. 


We quote from Boston jobbers’ 
stocks: 

Sockets. — Electric, plug, Tu-Sox, 
No. 1, in units of 10, 19c. each net; 
in lots of 20 to 99, 18c.: in lots of 
100 assorted, 17c. Bakelite, Tu-Lite 
sockets, No. 12, in units of 10, 37c. 
each net; in lots of 20 to 99, 356e.; : 
in lots of 100 assorted, 34c. Triple 
current tap, No. 3, in units of 10, 19c. 
each net: in lots of 20 to 99, 18c.; in 
lots of 100 assorted, 17c. Three-way 
tap, No. 30, in units of 10, 10%4c. each 
net; inf lots of 20 to 99, 10c.; in lots of 
100 assorted, 9%4c. Four-way tap, 
No. 4, in units of 10, 34c. each net; ‘in 
lots of 20 to 99, 32c.; in lots of 100 
assarted, 30c. Three-Lite screw base, 
No. 17, in units of 10, 34c. each net; 
in lots of 20 to 99, 32c.; in lots of 100 
assorted, 30c.’ 


STOVES.—It will not be long before 
the New England housewife will re- 
quire a new cook stove for summer 
use. Many of them already have begun 
to think the matter over. For that 
reason jobbers are advising retail deal- 
ers to cover their requirements. 


We quote from Boston jobbers’ 
stocks: 

Cook Stoves.—Oil, Perfection, No. 
339, full white enamel, 4 standard 
and 1 giant burners, built in oven, 
with white cabinet, $140 each list. 
No. 279, full white enamel, 5 double 
burners, built in oven, with white 
eabinet, $120. No. 74, satin-black 
finish, " burners, ‘with white cab- 
inet, $41. 50; No. 73, satin-black finish, 
3 burners, ‘with white cabinet, $33. 

Puritan. — No. 249, full white 
enamel, 4 standard and 1 giant burn- 
ers, built in oven. with white cab- 
inet, $122 list. No. 44, satin-black 
finish, two-tone brown drums, 4 
burners, with cabinet, $41.50. No. 43, 
satin-black finish, two-tone brown 
drums, 3 burners, $33. 

Pressure-Gas Stoves.—Puritan, No. 
759, full white enamel, 5 pressure 
burners, built in oven and broiler, 
removable tank, attached pump, with 
white cabinet, $128 each list. 
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Twin Cities Report Trade Steady in 
Larger Centers—Collections Improving 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, April 24.—Spring work during the past two weeks 
has been delayed repeatedly by almost phenomenal snowstorms, 
which have quite generally covered the Northwest tributary to the 


Twin Cities. 


Roads have been blocked and spring seeding delayed. 


Through it all, however, is the thought that snow at this time of 


the year means better crops, and from that better business. 


Trade 


in the larger centers seems to be steady with a fair volume. 
Spring and summer work is quite generally laid out, and in many 


instances, the beginning of the actual work has taken place. 


Build- 


ing is starting, both in commercial and residence lines, being de- 
layed to some extent, however, by the weather conditions above men- 


tioned. 


Collections are improving in many districts. 


In some of Minne- 


sota territory, with the sale of — potatoes, dealers are finding 


business improved. 





Prices are steady and firm, showing 
no changes this week. 


AXES.—Demand is steady, with stocks 
ample for call this spring. Prices have 
not. changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit base 
weight, $21.50; Plumb Dreadnaught 
single bit, unhandled axes, $14.50; 
double bit, $19.50; handled single bit, 
$19.25; double bit, $24.25 per doz. net. 


BOLTS.—Deliveries are fair, with 
stocks well filled. Prices have not 
changed. 


We quote from _ jobbers’ stocks. 
f.o.b..Twin Cities: Carriage and ma- 
chine bolts, all sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 


screws, 60 per cent from standard 
lists. 
BRADS.—Call is still nominal, with 


stocks ready for the demand. Prices 
remain unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Steel wire brads, 
75 per cent from lists. 


BUILDERS’ HARDWARE.—Deliveries 
are slowly improving, with stocks ready 
for the call. Building is gradually in- 
creasing, having been delayed by snow 
and storm during the past two weeks. 
Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 3% x 3% steel 
butts, old copper and dull brass fin- 
ish, 19c., pair in less than case lots, 
18c. pair, in case lots, 4 x 4 steel 
butts, o'd copper and dull brass fin- 
ish, 26c. pair, less than case lots 
25ce. pair, in case lots; broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knobs, less 
than case lots, $7 doz., sets, case lots, 
$6.75 doz. sets; steel bit-keyed front 
door sets, $1.85 per set, cylinder 
brass outside trim, bit-keyed front 
door sets, $1.85 per set cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 








doz. pair; light plain tee hinges, 3 in., 
62c. doz. pairs; 4 in., 78c. doz. pairs; 
heavy plain tee hinges, 4 in., $1.06 
doz. pair; 5 in., $1.20 doz. pair; 6 in., 
$1.40 doz. pair; 8 in., $1.95 doz. pair; 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair net. 


CHAINS.—Sales are steady, with skid 
chains leading in demand. Stocks are 
filled, and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chains, 4 x 
14, $13.85: % x 14, $10.80; % x % 
$10. 20; proof coil chain, ¥% in., $12; 
in., $8.95; % in., $8.35; % in., $0.30 
cwt., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Stocks are ready for 


the spring trade, which is starting 
nicely. Prices are unchanged. 


We quote from jobbers’ stocks, 
7 Twin Cities: Eaves trough, 28 
in., S.B., slip joint, in crates, 


5 
$5. 50, n 100 ft.; conductor pipe, 28 
ga., in crates, not nested, $5.40 
per ino "tt. 3 in., $1.73 doz. net. 


FILES.—Sales are fair, with stocks 
filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files, 
60 per cent from lists. 


GALVANIZED WARE.— Volume of 
business in this line is steady, with 
stocks ready for the clean-up time of 
the year. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard 10 qt. 
galvanized pails at $2.55; 12 qt., 


$2.70; 14 qt., $3; 16 qt. stock pails, 
$4.70; 18 at., $5. 60 standard galvan- 
ized tubs, No. $7; No. 2, $7.90; 


‘No. 3, $9.20; eat galvanized tubs, 
No. 1: $12.85; No. 2, 14.05; No. rx 
$15.25 doz., net. 


GLASS AND PUTTY.—‘Sales are 
slightly improved over the past month. 
Stocks have been prepared for the 
spring trade. Prices are still firm, 
showing no changes. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single and double 
strength glass, Minnesota prices, 87 
per cent; and strictly pure putty in 
‘50 lb. containers, $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Hand 
tools are selling in fair volume, with 


stocks ready for the building season. 
Prices are firm as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers, $12.60; Plumb 


No. HF$81, $12; Plumb broad hatchets, 
No. 2, $16.40; shingling, No. 2, $12.50, 
and claw, No. 2, $13.75 doz. net. 


HOSE REELS.—Dealers have their 
stocks ready for the spring demand, 
which is developing. Prices are steady 
and firm. 

We 
f.o.b. 
hose reels, No. 

LAMPS AND LANTERNS.—Sale is 
fair at this between-season time. Stocks 
are being watched closely, and prices 
are unchanged. 


quote from jobbers’ stocks, 
Twin Cities: Donley All Steel 
2 at $2 each, net. 





stocks, 
lamps, 
$7; No. 
No. 1327, 


from jobbers’ 
Cities: Coleman 
No. C329, $6.25; No. C318, 
C317, $7.40 each; lanterns, 
$5.25; No. L427, $6; No. L227, $6.10 
each; tubular, long or short globe 
lanterns, $13 doz. net. 


We _ quote 
f.o.b. Twin 


NAILS.—Construction work is getting 
under way, and nails are gradually sell- 
ing better. Stocks are ready for the 
demand. Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-lb. kegs at $3.20 per keg, 
base. 


PYREX OVENWARE.—Demand is nor- 
mal for this time of year, with stocks 


ample. Prices have not changed. 
We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 


$1.17; No. 624 casseroles, $1.33: No. 
634 casseroles, 33; No. 212 bread 
pans, 60c.; No. 200 pie plates, 67c.; 
No, 209 pie pate. 60c.; No. 231 util- 
ity’ dishes, 67c.; No. 12 tea pots, $1.67; 
No. 26 tea pots, $2.33, and No. 953 
percolator tops, 7c. each net. 


REGISTERS.—Demand is improving 
slightly, with stocks well filled. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent, and wrought steel 
registers, 40 per cent from lists. 


ROPE.—Call for rope seems normal. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 23c. per Ib., base, and best 
grade sisal rope at 17c. per lb., base. 


SANDPAPER.—Sandpaper is selling 
in greater volume with the start of the 


spring decorating and painting. Stocks 
are filled and prices firm. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sand- 
paper, No. 1, 85c. per box of 75 
sheets; second grade, No. 1, ae per 
box of 75 sheets; garnet No. 1, $16.75 
per ream, net. 


SANITARY PRODUCTS.—Sales are 
steady, showing fair volume. Stock as- 
sortments are kept up by dealers. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 22 
oz. size, $1.85 per dozen; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz. ; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 dozen 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $4.50 dozen; 
Hercules boiler compound, qt. cans, 
$2 each. 

Economy Plumber drain pipe clean- 
er, 1 Ib. cans, $2 per doz.; 2 Ib. cans, 
$3.90. The 1 Ib. size is packed 1, 2 
and 3 dozen to the carton, and the 
2 Ib. size is packed 1 and 2 dozen 
to the carton. 








SCREWS.—Sales are fair, with stocks 
ready for the call. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 50 per cent; flat head 
japanned, 37% per cent; round head 
blued, 45 per cent; flat head brass, 
45 per cent and round head brass, 
40 per cent from new lists. 


SKATES.—Roller skates are extreme- 


ly popular, and dealers are keeping 
their stocks well filled. Prices have not 


| changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
skates, 75c. pair; Speed King, boys’, 
$1.35 pair, and girls’ Speed King, 
$1.30 pair, net. 


SOLDER.—Call for solder has slightly 
improved, with stocks ample. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 34%c Ib. and war- 
ranted half and half solder at 35%c. 
Ib., in 100 Ib. boxes. 


STEEL SHEETS.—Demand is steady, 
with some improvement over a few 
weeks ago. Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


TIN.—Sales are steady, with stocks 
ready for spring. Prices have not 


changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, a 50 box, and roofing 
tin, IC, 20 x 28, 8 Ib. coating, $15.50 
box, net. 


WINDOW VENTILATORS.—Demand 
still is good, with stocks well filled. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel frame 





window ventilators, $4.80; No. 2, 
$5.60; No. 3, $6.40; and No. 4, $7.60 
doz. net. 

Continental ventilators, 
type, No. 923, $3.65; No. 
949, $5.50; No. 959, $6.05; No. ‘o30. 
$5.25; No. 1549, $7.10, and No. 836, 
$3.35, all prices per dozen. 

Continental ventilators, metal type 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80 doz. net. 


WIRE.—Fence wire selling much bet- 
ter, with stocks ready for spring busi- 
ness. Prices are unchanged. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
barbed wire, $3.17 per 80-rod spool; 
galvanized hog barbed wire, $3.39 per 
80-rod spool; painted cattle barbed 
wire, $2.97 per 80-rod spool; painted 
hog barbed wire, $3.18 per 80-rod 
spool. No. 9 (base smooth galvan- 
ized wiré, $3.65 cwt.; No. 9 (base), 
smooth back wire, $3. 20 cwt. 


WHEELBARROWS.—Domestic wheel- 
barrows are beginning to be in demand. 
Commercial barrows are selling slight- 
ly better also. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Fully bolted-barrel 
type tray wheelbarrows, $34 doz.; No. 
2 tubular. $7.33 each, and No. 1 gar- 
den, $6.25 each. net. 


WRENCHES.—Sales are slightly im- 
proved, with stocks well filled for 
spring business. Prices are firm as 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-50 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2.75 each 

et. 


Snap-on Wrenches.—Radio and elec- 

trical sets in metal cases $2.75; No. 
101, Master Service Set, $13.75; No. 
202, Heavy Duty Set, $3.80; No. 404, 
Flexible Socket Set, $8; "No. 608, 
Crankcase Drain Plug Socket, $3.20; 
No. 90, Square Socket Set, $3. 10; No. 
1817, Giant “Snap-on” with extra 
heavy duty ratchet, $27.35 list, less 
33% per cent discount. 


ong 





Frantz Latch No. 198 


The Frantz Mfg. Co., Sterling, IIl., 
manufacturer of builders’ hardware re- 
cently designed and added to its line the 
Jo. 198 Latch. 

It has many important features. Two 





large, yet graceful handles are provided, 
one for each ‘side of the door. The thumb 
pieces are close enough to the handles to 
make unlatching easy for the smallest 





hand. A hole, ample for any size padlock, 
is provided in both the slide and the strike. 

The patented “Positive” latching feature 
of the former Frantz latches is incorpor- 
ated in the new type. The company states 
that no matter how hard the door is 
slammed the latch will never fail to catch 
and hold the door shut. 





Colored Enameled Food Mould 


The Geuder, Paeschke & Frey Co., Mil- 
waukee, Wis., makers of the well-known 
“Cream City” enamel ware, has added a 
new item to its line in a enameled ring 





mold. This mold is said by the manu- 
facturers to be the first seamless enameled 
mold on the market. Food, such as gela- 
tine, rice, salads, puddings, and the like, 
it is stated, may be safely left in the mold 
over night without danger of tainting. 

The molds are finished in white, yel- 
low, green and red, the latter with an 
ivory lining. 





Betty Taplin Beater and Bowl 


The Betty Taplin Beater and Bowl Set 
is the latest addition to the Betty Taplin 
Toys produced by the Taplin Mfg. Co., 
New Brigain, Conn. This set is a perfect 





reproduction of a popular kitchen set now 
on the market. The beater and cover are 
made of steel, lustrous tinned finish, mak- 
ing it practically rust-proof. The handle 
is white with a red top and the glass bowl 
is of strong glass, accurately graduated 
up to four ounces. The bowl can also serve 
as a practical measuring cup. The material 
and workmanship are of the best. 
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Cincinnati Reports Slowing Up of Trade 
But Looks for Improvement in May 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, April 24.—The amount of business booked since 
April 1 by local hardware jobbing houses has been disappointing in 
volume. Unless there is considerable improvement in the next 
week, this month will fall much below expectations from the stand- 
point of sales. 

Undoubtedly the. inclement weather has had a depressing effect 
upon retail trade, but the general industrial situation also has not 
been conducive to good conditions. Reports from rural districts 
in Ohio are to the effect that wheat crops are far less than normal, 
with the result that agricultural buying power in some sections 
will be somewhat impaired. 

That the present rather unfavorable position of the market will 
not continue indefinitely is freely predicted. Much better sales are 
looked for during May, when a good portion of the business which 
has not been placed is likely to come in to local jobbers. 

Prices are being fairly well sustained and changes are few. The 
new schedule on denatured alcohol for the 1928-1929 season has been 
announced, quotations being higher than last year. Changes have 
been made in poultry netting, wire cloth and rope. 

Staple goods are in moderate demand and constitute a liberal per- 
centage of the total business transacted by the retail trade. 


Spark Plugs.—Splitdorf spark plugs, 
$2c. each; 30c. in lots of 100; Ford 
spark plugs, packed one set of four 


ANTI - FREEZE SOLUTIONS. — The 
price of denatured alcohol for next sea- 


son has been announced and is given to a box, $1.10 per box. , 
below. The new schedule on Ivo and ek a te a ee 
Eveready Prestone also has been given in., 65c. each. The chamois sking are 
; packe one to an envelope anc 
out by local jobbers. envelopes in a box. 
We quote from local jobbers’ Polish.—HLF polish in % pints, 
stocks: packed 24 to a case, 50c. per % pint; 
Denatured Alcohol.—i4c. per gal.; HLF polish in pint bottles, packed 
52c. per gal. in 5-drum lots. Note 12 to a case, $1 per pint; HLF polish 
that drums this year contain 53 in- in quarts, packed six to a case, $1.50 
stead of 52 gal. per quart, On re above — es —_ 
Ilvo.—$1.80 per gal. in 55-gal. drums. is a discount o per cent on indl- 
;, ¢ 3 20-¢: vidual packages, 40 and 5 in cases, 
The same price applies on 30-gal. and 40 and 10 in % gross lots. 


drums and on 3% gal. cans. 


og ae cal Gee cor aul, tan Gane BOLTS AND NUTS.—In this line 





of 12 cans; 1 gal, lots, $3.80 per gal.; there has been no change of conse- 

$3.60 per gal. in full case lots of 6 uence 

cans each; $3.60 per gal. in full case q sd 

lots of 4 cans each, each can con- We quote from Cincinnati jobbers’ 

taining 1% gal. stocks: 

Cut thread carriage and machine 
AUTOMOBILE ACCESS ORIES.— bolts, 60 per cent off list:  rolled- 

i r with thread carriage and machine bolts, 
While sales esas about peopfnnb a3. t 60 and 10 per cent off list; stove bolts, 
those in the same period of 1927, the 20 per cent off list; square, hexagon 
amount of material being sold is consid- and tap nuts, 60 per cent off list. 
ered unsatisfactory. BUILDERS’ HARDWARE.—Gradual 

H.. 5 saiualaaiiamapemiiata expansion in construction work has 
rsa 20x31  29x4.49 . | been accompanied by a heavier demand 
Cheap grade .......... $5.00 $6.30 for builders’ hardware. Present indi- 
Medium grade ........ 6.10 7.55 cations are that the season will be about 
ere 8.75 9.65 normal 7 
Tubes: : f ; 
Cheap grade ......... 1.00 1.25 We quote from Cincinnati jobbers 
Medium grade ....... 1.25 ay stocks: P 
Best grade ........... 1.45 1.85 Sash Weights.—Sash weights, $1.75. 
Note—30 x a unguaranteed cord Inside Sets.— Square bevel inside 


tires, $4.25 each sets in case lots, $5.75 per doz. 





CAMP STOVES.—Active demand has 
scarcely been perceptible as yet. 


We quote from Cincinnati jobbers’ 
stocks: 

Coleman No. 2, $8.50 each: Coleman 
No. 9, $6.25 each; Gypsy, $4.70 each. 


COOK STOVES.—Retail dealers are 
finding this commodity a good all-year 
round product. 


We quote from Cincinnati jobbers’ 
stocks: 

Coleman gasoline pressure cook 
stove No. 322, $76 each; No. 329, $35 
each; No. 328" $48 each; No. 325, $30 
each; No, 324, $26 each; No. 330, $23 
each. 


CROQUET SETS.—Retailers are find- 
ing it desirable to carry fairly good 
stocks. 


We quote from Cincinnati jobbers’ 
stocks: 

No. 5, four-ball set, $1.40; No. 10, 
six-ball set, $1.70; No. A, eight- 
ball set, $2; No. 3, eight-ball set, 
$3.80; No. 1, eight-ball set, $2.80. 


GALVANIZED SPRINKLERS.—This 
line is being looked upon with favor by 
the retail trade, which is making pur- 
chases in sizable quantities. 


We > apenas from Cincinnati jobbers’ 
stocks 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
doz.; 12 qt. sprinkling pots, $9 per 
doz. 


GARDEN HOSE.—Business is increas- 
ing steadily and a normal trade is an- 
ticipated. 


We quote from Cincinnati jobbers’ 
stoc ks: 

Rubber Hose.—5 ply, % in., 7c. per 
ft. in 50-ft. lengths; 6 ply, \% in., 8%. 
per ft. in 50-ft. lengths; 7 Ply, % in., 
104% c, per ft. in 50-ft. lengths; double 
braid in % in., 500-ft. coils, 8c. 
per ft. 


HOES.—Sales have been holding up 
well in the past two weeks. 


We quote from Cincinnati jobbers’ 
stocks: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True-tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz. : 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS. — Improve- 
ment in sales is noted in this line. 


We quote from Cincinnati jobbers’ 


stocks: 
Diamond nozzles, $3.60 per doz.; 
Pet nozzles; $4.90 per doz.; Gem 


nozzles, $5.50 per doz. 


HOSE REELS.—Here again there has 
been.a gain in sales. 
We quote from Cincinnati jobbers’ 
stocks: 


Wooden hose reels, $14.50 per doz.; 
Victor iron hose reels, $2 each; No, 
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10 iron hose reels, $3.55 each. Donley 
Alsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS. — Jobbers 
are just getting under way in supply- 
ing dealers with this commodity. 


We quote from Cincinnati jobbers’ 
stocks: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
cach; 6 qt., $4.30 each; 8 qt., $5.55 
€ach. 

Peerless.—1 qt., $2.95 each; 2 at., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies on 
the above prices. 


JUVENILE VEHICLES.—In this line 
there has been no change. 


We quote from Cincinnati jobbers’ 
stocks: 

Scooters.—No. 109, $2.09 each; No. 
110, $3 each. 

Sidewalk Svgiee. — No. 11, $11.50 
each; No. 12, $12.75 each. 

Velocipedes.—No. 6E, $2.90 each; 
No. 7E, $3.30 each; No. 46, $7.40 each. 


LAWN MOWERS.—This season the 
demand for this commodity is proving 
to be good, and jobbers are moving a 
good quantity of merchandise. 


We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12 in., $4.85 each; 
14 in., $5.15 each; 16 in., $5.45 each. 

Ball Bearing.—14 in. medium grade, 
$8.15 each; 14 in., good grade, $9.25 
each; 14 in., best grade, $11 each; 
16 in., medium grade, $8.50 each; 16 
in., good grade, $9.75 each; 16 in., best 
grade, $11.50 each; 18 in., medium 
grade, $8.85 each; 18 in., good grade, 
$10.25 each; 18 in., best grade, $12 
each. 


LAWN RAKES.—Here there has been 
no change of consequence. 


We quote from Cincinnati jobbers’ 
stocks: 

Wire lawn rakes, $6.75 per dozen; 
wooden lawn rakes, $6.50 per dozen. 


NAILS.—Only fair sales are reported 
by local jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 


POULTRY NETTING.— There has 
been a change in prices, the new 
schedule being given below. 


We quote from Cincinnati jobbers’ 
stocks: 

Poultry netting, galvanized after, 
50 and 10 per cent off list; poultry 
netting, galvanized before, 50, 10 and 
10 per cent off list. 


RAKES.—Business is about normal in 
this item. 


We quote from Cincinnati jobbers’ 
tocks: 


True-tempered grade _  12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.56 per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROOFING MATERIAL. — There has 
been a pickup in demand for roofing 
material, but prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks 

Roofing Paper. — Light standard, 
$1.10; medium standard, $1.35: heavy 
standard, $1.60; light Holdfast, $1.35; 





medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal., in 
half-barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12c.; in 5-lb. cans, 94c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 84%c. per lb.; in 10-lb. cans, 6 
cans to the box, 74%4c. per Ib. 


We quote from Cincinnati jobbers’ 
stocks: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz., case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.: case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per at. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bow! cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.00 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 

Economy plumber, drain _ pipe 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 


We quote from Cincinnati jobbers’ 
stocks: 

Screen Doors.—No. 241, $18 ond 
doz.; No. 281, $19 per doz. No. 314, 
$25. 30 per doz.; No. 355, $34.90 per 
doz.; No. 315, "$32.10 per doz.; No. 
315, galvanized, $32.60 per doz. Note 
that all of the above quotations are 
on the size 2 ft. 10 in. x 6 ft. 10 in. 


We quote from Cincinnati jobbers’ 
stocks: 

Flat head bright screws, 60 and 7% 
off list; flat head blue screws, 60 and 
2%, off list; flat head brass screws. 
50. 10 and 10 off list; round head 
blue screws, 50, 10 and 10 off list: 
round head brass screws, 50 and 10 
ss me bright wire goods, 85 and 25 
° st. 


ROPE.—tThere has been a reduction in 
the price of manila rope. 
We quote from Cincinnati jobbers’ 
stocks: 
Manila rope, 22%c. a Ilb.; sisal rope, 
13%c. a Ib. 
SANITARY PRODUCTS. — A _ con- 


sistently good call for these items is re- 
ported by jobbers. 


SCREEN DOORS.—In this line busi- 
ness has been holding up fairly well. 


SCREWS.—There has been no change 
in this line. 





SHEARS. — An active demand for 
shears is noted in the retail trade. 


We quote from Cincinnati jobbers’ 
stocks: 


Pruning Shears.—No. 1091S, $4. - 
per doz.; No. 25, $2 per doz.; 
po92V, $7.25 per doz. ; ; No. 2192, $11. % 
per doz.; No. 4192. $15.20 per doz.; 
No. 4155F, $31 per ae 

Hedge Shears.—8 in., $1.10 per 
pair; 9 in., $1.20 per pair; 10 in., $1.30 
per pair; lady’s size, No. 100L, 80c. 
per pair. 


SPADING FORKS.—Shipments have 
tapered off somewhat in the past week. 


We quote from Cincinnati jobbers’ 
stocks: 


Light weight spading forks, $10.80 
per doz.; heavy grade steel D forks, 
$15.84 per doz.; heavy grade wooden 
D forks, $18.80 per doz.; Jumbo forks, 
$21.12 per doz. 


SPRAYERS.—Sales have been about 
normal. 


bt — from Cincinnati jobbers’ 
stock 

cage sprayers, 30 and 5 off list: 
in lots of 5 or more, 35 off list. 


VENTILATORS.—In this line orders 
have been received by local jobbers in 
moderate volume. 


We quote from Cincinnati jobbers’ 
stocks: 


Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.26; No. 1549, $7.10, and No. 836, 
$3.35, all prices per doz. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 14387, 
$6. 96, and No, 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
% No. 01, $4.40; No. 02, $4.80; -: 


No. 3, $6.40; No. 4 ‘$1. ‘60, and’ No. 5, 
$8.40. All Mech + prices are per 
dozen. «+ 


WATER COOLERS.—Most of the sea- 
son’s trade has not been placed, and - 
good sales are expected in May. 


We quote from Cincinnati jobbers’ 
stocks: 2 gal. cooler, $1.80 ‘each; 3 
gal. cooler, $2.05 each; 4 gal. cooler, 
$2.40 each; 6 gal. cooler, $2.90 each; 
8 gal. cooler, $3.90 each; 10 gal. cooler, 
$5 each; Twentieth Century cooler 
with bottle, No. 50, in mahogany fin- 
ish, $%.80 each; Twentieth Century 
cooler with bottle and stand, No. 500, 
in mahogany ‘finish, $13.75 each; 
Twentieth Century cooler with bottle 
No. 50, in white finish, $11.25 each: 
Twentieth Century cooler with bottle 
and stand, No. 500, in white finish. 
$14.50 each. 


WINDOW SCREENS. — Periods of 
warm weather have brought out a good 
call for this item. 


We quote from Cincinnati jobbers’ 
stocks: 


Window Screens.—No. 1833, $4.10 
per doz.; No. 1833 galvanized, $4.25 
per doz.; No. 2433, per doz.; 
No. 2433 galvanized, $5 per doz.; 
No. 3037, $6.55 per doz.; No. 3037 gal- 
vanized, $6.85 per doz. 


WIRE CLOTH.—Prices in certain 
items have advanced. Sales are hold- 
ing up well. 


We quote from Cincinnati jobbers’ 
stocks: 


12-mesh black cloth, $1.80 per 100 
sq. ft.; 12-mesh opal cloth, $2.10 per 
100 sq. ft.; 14-mesh opal cloth, $2.50 

r 100 sq. ft.; y mesh opal cloth, 
2.85 per 100 sq. 14-mesh bronze 
cloth, $5.50 per 106° sq. ft.; 16-mesh 
bron7> ‘loth, $6.10 per 100 sq. ft. 
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New York Jobbers Are Very Busy— 


Larger Retailers Issue Same Report 


NEw YorK, April 24.—Hardware jobbers report that they are very 
busy. Larger retailers in this section tell the same story. April ap- 
pears to show definite advances over March from the sales volume 


standpoint. 


There are practically no important price changes and few 


outstanding characteristics in this market at present. 
Prices are fairly uniform with the possible exception of certain spring 


lines. 


Collections average fair, but there appear to be less complaints 


about collections than were heard two or three weeks ago. 
Continued warm weather has helped the retail sale of steel goods, 


seeds, and allied spring merchandise. 


ticularly active. 


Lawn rollers have been par- 





BATTERIES.—Fair demand is reported 
at firm prices. Local wholesale stocks 
are satisfactory. 


JOBBERS’ QUOTATIONS A RE- 
TAILERS, F.O.B. NEW YOR 

Dry cells, No. 6, 
32%c.; No. 7111, same type, 
each, 

Hercules, No. 6 ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3.00 each; in units of 5, 
$2.80 each. Layerbilt _ 486, $3.59 
each; units of 5, $2.33; New Layerbilt, 
No. “1/85, $2.53 each, in units of 5, $2.33 
eac 


BOLTS AND NUTS.—Demand is nor- 
mal, with prices the same. Stocks are 
ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Carriage bolts, 55 off list. 

bolts, 69 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
a cent off list; 1% to 1%, 30 off 
st. 
Coach screws, 55 off 
bolts, 60 per cent off list. 
50 per cent off list. 


CARPET SWEEPERS.—Jobbers re- 
port a more active sale. With spring 
cleaning starting in earnest, retail sales 
should be very good. Prices are uni- 
form. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, 5 each; 
Universal, nickel plated, $3. 83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Sales are steady. Prices 
are unchanged. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices. oon Hur, $1.76; same lumi- 


nous, $2.4 

Blue Bird, luminous dial, $1.76. 
Blue Bird, $ Sleepmeter, $1.40. 
Sleepmeter, a dial, $2.10. 


American, $1.0 


ie ny “type, 
3544e. 


Cast 


list. Cast 
Step bolts, 


n~ 
oe 





Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46. 
Prices Are Each 


NAILS.—Prices appear fairly firm, 
with demand slightly improved. Stocks 
are in good condition. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Common wire nails, bright, 4d, $4.25 
per keg; 6d, $4 per keg; 8d, $3.85 per 
keg; 10d, $3.75 per keg. Common wire 
nails, galvanized, 4d, $6.75 per keg; 
6d, .50 per keg; 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 
Wire ‘box nails, smooth, 4d, $4.45 
; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 194d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


SASH CORD.—Normal demand, with 
prices the same. It was reported last 
week after press time that certain 
brands had been advanced by the manu- 
facturers. Jobbers have not yet re- 
ported any increase in their prices to 
dealers. Stocks are apparently ade- 
quate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Sash cord, Samson spot No. 8, 70c. 
to 72c.; Aetna No. 8, 27c. to 3lc., and 
Phoenix No. 8, 33c. to 39c. 
No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 
LINSEED OIL.—Slight advance is re- 
ported on card prices issued April 16. 
These prices are for one to four bar- 
rels, 10.7 cents per lb.; Calcutta linseed 
oil in barrels, 15.9 cents per lb. Boiled 
oil is 4/10 cents extra per lb., double 
boiled oil is 7/10 cents extra per lb., 
and oil in half barrel lots is 7/10 cents 
per lb. additional. Demand is normal. 


OIL COOK STOVES.—Interest to date 
is reported as fair. Stocks are ade- 
quate and prices unchanged. 


JOBBERS’ a ag gs TO RE.- 
TAILERS, F.0O.B. NEW YORK: 
Perfection oil cook stoves, No. 339, 
full white porcelain, enamel, 4 stand- 
ard, 1 Giant Superfex burners, built 
in oven with white cabinet, $140; No. 
74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove oniy, 
with white cabinet, $41.50; with black 





cabinet, $36.50; same with 3 burners, 

22.50; $33.00 and $29.00; same with 
2 burners, $17.50 for stove alone and 
with black cabinet, $22.75. 

These are list prices subject to a 
discount of 30 and 5 in lots of 10 
or more and for lots of less than 
10, 30 per cent off list. 


SCREWS.—Sales are normal. 
the same and stocks satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Wood Screws, flat head, bright he 
50-10-10; round heads, blue, 45-10-10 
round head, iron, nic Kel plated, 2714 - 
10-10; flat head, galvanized, 20-10-10; 


Prices 


flat head, brass, 45-10-10; round head, 

brass, 40-10-10. These discounts ap- 

ply to new standard screw lists. 
Machine screws, flat and round 


head, 70 per cent off 


list. 


SANITARY PRODUCTS.—Demand 
continues fairly active with prices the 
same. Local wholesale stocks are ade- 
quate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK. 


Economy plumber, drain, pipe 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons, 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.;: 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per "doz.; ; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 


brass and iron, 


case lots, $2.25 per doz.;- case of 2 
doz. cans, $2.15 per doz.; gross lots, 
2 per doz. 


less than case 
case of 2 doz. 
gross lots, $2 


Tubola, 12 oz. cans, 
lots, $2.25 per doz.; 
cans, $2.15 per doz.; 
per doz. 

Chaco boiler liquid, single quarts 
$2.50; half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per at. 

Presto Products. — Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 

oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per dog.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 at. 
size, $9 per doz.; window cleaner, 6 
oz, size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


SPRING GOODS.—Continued spring 
weather is helping sales in this field. 
The trade is very optimistic on the out- 
look for business in steel goods, seeds 
and kindred seasonal merchandise. 
Prices in most spring lines are uniform. 
It is reported that fencing and wire 
cloth is keenly competitive. Lawn roll- 
ers have been particularly active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Garden Hoes 


Ladies, garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 











Sr. 
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Meadow hoes, forged steel blade, 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 93c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
$144c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 81'44c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 86c. each. 
Scuffle type hoes, 8lc. to 92c. each. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 

Mortar hoes are packed 12 in a 
bundle. 


Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each: with 14 
teeth, 50c. each; with 16 teeth, 51'%4c. 
each. 

Medium’ bronze finish = straight 
teeth, 5 ft. ash handle, 12 teeth, 
Tic. each; 14 teeth, polished, 83%c. 
each; 16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.09 each; with 14 teeth, 
$1.02 each. 

Rakes packed 6 in a bundle. 





Cultivators 


Floral cultivator, adjustable 43 
forged steel prongs, malieable iron 
socket enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4%%-ft. 
ash handles, 854%c. each. 

Packed 6 in a bundle. 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handles, 5 round 
tines, $1.03 each. Same, with bent 
head, polished and bronze finish. 4 
angular black tines, 96%4c. each. 

These are packed 12 in a bundle. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.89% each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.56 each. 
Same with 5-12% in. tines, $1.90 
each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dies with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure 
forks are packed 6 in a bundle. 


Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 





in. drop forged tines, with 5 ft. bent 
handles, $1.15% each, and with 6 ft. 
bent handles, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


Lawn Rollers 
Dunhams, waterweight rollers, No. 
2, $9.00 each; No. 4, $10.76 each. 
Hose Reels 


Donley all metal No. 2, $1.55, and 
No. 10, $2.50 each. 


VENTILATORS. — Fairly active, due 
to chilly evenings. Stocks are ample. 
Prices are the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4.00; 
No. 949, $5.50; No. 959, $6.05; No. 
1537, $5.25; No. 1549, $7.10, and No. 
836, $3.35, all prices per dozen. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, $4.40; No. 02, $4.80; No. 
03, $5.60; No. 1, $5.20; No. 2, $5.60; 
No. 3, $6.40; No. 4, $7.60, and No. 5, 
$8.40. All diamond FE prices are per 
dozen. 











a 


A Non-Skid Moneymaker Wrench 


The Coaster-Car Mfg. Co., 762 Parkside Avenue, Buffalo, 
N. Y., has placed before the trade the new Moneymaker Non- 
Skid Wrench. The feature of this wrench is a simple double 
spring attachment which holds the jaws to just the size needed. 
By a slight upward pressure of the thumb on the button on 





either side, the adjustment knurl is locked. A downward pres- 
sure releases it to be quickly reset for smaller or larger bolts 
and. nuts. The securely held knurl prevents the jaws from 
spreading or contracting-and helps to prevent injury to fin- 
gers. Three sizes are made of the adjustable angle type—6, 8 
and 10 in. 


Lufkin’s Rapid Reading Micrometers 


The Lufkin Rule Co., Saginaw, Mich., has added a new fea- 
ture to its wide line of micrometers. Instead of numbering 
every five-thdasandths on the sleeve of the. tool, each thou- 





sandth is numbered: consecutively up to twenty-five, with every 
five-thousandths number showing more prominently. 

This feature simplifies the reading and assists in eliminating 
mistakes. “It is only nécessary to add the figures showing at 
the reading line on the sleeve to the last twenty-five-thousandths 


| line showing on the hub of the micrometer. It is similar in prin- 
| ciple to the readable graduations on steel scales and the instan- 
| taneous reading on steel tapes. 


L. C. Smith Skeet Special 


Hunter Arms Co., Inc., Fulton, N. Y., has placed on the mar 
ket the L. C. Smith Skeet Special, an all season double-bar- 
reled shotgun especially designed for skeet and field shooting. 
The company states that all the features of the more expensive 
models have been built into this gun, including special boring 








and a rotary bolt. The stock and fore-end are of selected walnut 
The left lock-plate is engraved with skeet symbol and the right 
lock-plate shows a partridge in full flight. The gun has the 
following specifications: Gage, 12; 30-in. barrels; full pistol 
grip; 14-in. stock; weight, 7-8 to 7-12. Made on special order 
in various combinations, including ejector, one trigger, beaver 
tail fore-end, and ventilated rib. Also furnished in 10 and 20- 


gage. 


Paper Tray Hard as 
Steel 
Westinghouse Electric & 
Mfg. Co., East Pittsburgh, 
Pa., is manufacturing the 
Micarta tray illustrated. This 
tray represents a modern 
engineering wonder as it has 
been made of paper which 
has been transformed by a 
special process into a com- 
position said to be as hard 
as machine steel. These trays are less noisy than metal ones 
and are lighter. No grease will adhere to the sufface of the tray, 








which is also stainless. 
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Remington KLEANBLADE Kitchen Utility 
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Do You Want to Bring Housewives to Your Cutlery Department? 


There is a strong demand for kitchen knives 
with stainless steel blades. However, stainless 
steel, like any other steel, depends for its qual- 
ity—its ability to take and hold an edge—upon 
the method by which it is heat-treated, hardened 
and tempered. It is much more difficult to 
produce a stainless steel blade of satisfactory 
quality than a carbon steel blade. 

We spent some time in working on this prob- 
lem because we did not want to put out a stain- 
less steel knife unless we could make one super- 
ior to other knives of this character. We have 
succeeded in doing this. 

After investigating all the available equip- 
ment for hardening and tempering, we dis- 
covered a process that would make stainless steel 
meet Remington standards. Constant check is 
kept on this through our Rockwell Hardness 
Testing Machine. Each blade is tested for flex- 
ibility. Your customers will readily see that 
the cutting qualities of Remington stainless 
steel blades are far better than those to which 
they have been accustomed. 

The handles of these knives are of solid 
selected walnut made in one piece. The short 
seam where the blade fits into the wood reduces 
the possibility of bacteria collecting in the joints. 
Handles fit the natural grasp of the hand, and 
a shaped guard protects a greasy hand from 
injury. 

Samples of these knives have been given a 
thorough trial in many kitchens in different 


sections of the country and the design, edge- 
holding qualities, gauge, flexibility, and shape 
of the handle are approved by critical house- 
wives. 

R4508 14—Kleanblade Straight Slicer, follows 
a design that has proved very popular in this 
country. It has a wide sale for kitchen carving 
and for use in cafeterias, school and factory 
lunchrooms. 

R4608—Kleanblade Curved Slicer is pop- 
ular for the same purposes as R450814. The 
only difference is in the shape, and choice is a 
matter of personal preference. 

R4607—Kleanblade Lunch Knife is very 
handy around the kitchen for preparing sand- 
wiches, cutting meat and vegetables. It is the 
same as R4608, except that it is slightly smaller’ 
and can be sold for less money. 

R4705—Kleanblade Kitchen Utility Knife is 
the most popular number in the line. It is 
made to our own design, is light in weight, and 
will not tire the, hand in paring fruits and 
vegetables. Yet it is not too small for heavier 
work such as slicing grapefruit or preparing 
vegetables like cauliflower and head lettuce. 
which cannot be handled with the average small 
paring knife. ‘ 

These new KLEANBLADE Knives answer 
nearly all kitchen requirements. They will be 
advertised widely to housewives. Requires but 
a small investment to stock them and you can 
count on a quick turnover. It will pay you to 
feature this line. aor 


No. 4608—8 in.—% doz. in box—wt. 





We have had a number of requests 
for reprints of these Weekly Let- 
tera, to be distributed to salesmen 
and others. We shall be glad to 
supply any of our customers. with 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, ‘Ammunition, Cutlery, Cash Registers and Service Machines 


President 
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“Rex” Screw and Screw Driver 


Mechanical Devices, Inc., 260 Tremont 
Street, Boston, Mass., is offering to the 
trade the “Rex” screw and screw driver. 
These products combine many unusual fea- 
tures and are made from the best quality 
materials. 





The “Rex” screw is made of either screw 
wire or brass and has a deep, square re- 
cess in addition to the slot in its head. 
The “Rex” screw driver, which has a ta- 
pering and pointed square head, fits tightly 
into the square recess in the screw head, 
eliminating slipping, wabbling, etc. The 
slot in the screw head allows an ordinary 
screw driver to be used if desired or neces- 
sary. The use of these two products is 
said to make the boring of holes for a 
screw before starting to drive, umneces- 
sary. 

Three different sizes of screw drivers 
are made. The handle is of wood. Steel 
screws will be boxed in packages of- one 
gross, bearing green labels, while the brass 
screws will carry a yellow label. 


The Brinner Rope Dispenser 


Brinner Brothers, Mason City, Ill., are 
manufacturing The Brinner Rope Dis- 











penser which is an unusually handy device 
for retailing rope. 

The dispenser is made of iron and steel 
and is finished in grey enamel. It is fast- 
ened to the floor and has a capacity of 
eight sizes of rope, each coming up from 
holes in the floor, through the base of the 
dispenser into the top. A measuring de- 
vice and cutter are provided, making the 
frantic search for a yardstick and knife 
unnecessary. 

The manufacturers state that The Brin- 
ner Rope Dispenser will increase rope 
sales by acting as a silent salesman and 
also eliminating delays and mistakes. 


The Delta Roadlite 


Delta Electric Co., Marion, Ind., has 
announced two new Roadlites which have 
been designed to match the headlights of 
several popular makes of automobiles. 





No. 100 has black enamel finish with nickel 
trim, while the No. 101 is nickel finished 
throughout. The bracket of the No. 100 
has been cadmium plated, rust resisting 
and made of heavy gage steel. Shake- 
proof lock washers hold rigidly when set. 
A genuine Monogram lens is provided as 
is a Mazda bulb. The reflector is triple 
silver plated. Diameter of light is 4% 
inches. Shipping weight, 2 lbs. 


Serrated Edge 


The Burns Mfg. Co., 1208 East Water | 
Street, Syracuse, N. Y., has placed on the 





Shapleigh’s Spring and Summer 
Sporting Goods Catalog 


The Shapleigh Hardware Company, St. 
Louis, Mo., has issued its 1928 Spring and 
Summer Sporting Goods Catalog. 

This new catalog is very complete and 
serves the definite purpose of giving deal- 
ers immediate reference to new goods and 
new ideas in sporting goods and for the 
purpose of helping them to develop new 


a EE EES! ap 
| SHAPLEIGHS 
|) spoRTING GOODS 
CATALOG 
NO. 308 





business and a greater volume in sales. In 
this new catalog will be found direct ref- 
erence to many new ideas in all classes of 
sporting goods, with wide variety of items, 
and a more extensive variation in mer- 
chandise than they ever offered heretofore. 

The company calls particular attention 
to the different lines in each class of sport- 
ing goods that have been developed. 

A complete line of Diamond Brand 
Fishing Tackle is shown as well as stand- 
ard manufacturers’ lines. The baseball and 
tennis sundries offer a fine range of values 
and the sale of these items has been 
increasing each year. Golf is the fastest 
growing game in America today. The 
catalog lists a more elaborate line of golf 
clubs, bags, golf balls than ever before. 
A wide range of items for tourist use, 
consisting of all the items necessary for 
the tripy is included. The company is 
justly proud of this new catalog and in it 
have been incorporated, not only the funda- 
mental ideas of illustrating the merchan- 
dise, but many new ideas as well. With 
each catalog is issued a separate net price 
list. 


Grass Shears 


with malleable iron handles. The ser- 
rated edges of the shears grip the grass 





market the new Burns Grass Shears. 
These are made of the best quality steel 


and cut clean. Packed’ six to a dis- 


play box. 
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cgidtitt- SLiDE > Q00R? NSID 


Where they are away from snow and ice 





No garage is better than the doors which enclose it. That is why 
Slidetite equipped doors are such a good investment. 


And they not only assure your car the protection it deserves, but 
they save you an endless amount of time, trouble and annoyance. 


Because they slide inside the garage, Slidetite doors are not exposed 
to wind, rain, sleet, ice or snow. They won’t blow shut. They 
won't stick. They won’t sag, shrink or rust. 


Another advantage of Slidetite garage doors is that they do away 
with dangerous center posts, and thus give you an unobstructed, 
full-width opening. 


Slidetite, with lock-joint brackets, is packed in 
complete sets for 3, 4, 6 and 8 doors. To insure 
satisfaction buy complete sets only. 








New Yon: - - AURORA,ILLINOIS,U.S.A. ~~ - chicago 
Boston Philadelphia Cleveland Cincinnati Indi lis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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R-W Garage Door Hard- 
ware includes a type and 
style to meet every con- 
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More Letters on the Guarantee of Tools 


For Reasonable Guarantee 


WF be- 
lieve 
it would be a 
great handicap 
for the retailer 
not to be able to 
offer a reason- 
able guarantee 
on a good grade 
of tool. This is 
about the only 
sales argument 
the retailer has 
when trying to 
get from the™® 
consumer more 
money than he 
would pay ac- 
cordingly for a 
tool from a mail order house. We, 
in our organization, observe this 
guarantee with a great deal of 





WILL M. OTT 





caution. This is true with hammers | 


and axes as well as other tools. 

“We have discontinued the ‘un- 
conditional’ guarantee for some time 
past, and now simply guarantee a 


| should bear no 


| 


| as the dealer or 
| jobber are con- 


tool against defect and will not re- | 


place it if abused. I might add that 
we have very little trouble in the re- 
placement of tools.” 
(Signed) WILL M. OTT, 
Secretary-Treas., 
Ott Hardware Co., 
Baraboo, Wis. 


For Limited Guarantee 


‘6é W: feel 
that all 


small tools 
should be guar- 
anteed against 


defects in ma- 
terial and work- 
manship. As to 
an unconditional 
guarantee, how- 
ever, we do not 
believe that is 
necessary. At 
the prices 
which the re- 
tailer must pay 
for small tools 
they should 
carry some reasonable guarantee. 
“We realize that guarantees are 
abused. in many instances, but 
rather than lose the good will of a 
good customer, we would rather re- 
place a tool that has not given him 
satisfaction, and we presume that 





W. A. LUNDAHL 


| 
| 


(Continued from page 116) 


|most of the retail merchants feel 


the same way about it. A good cas- 
tomer is a firm’s most valuable asset 
and. while we realize we are possibly 
imposed upon in some instances by 
our good customer’s making unrea- 
sonable demands, we would rather 
satisfy him than lose him.” 
(Signed) W. A. LUNDAHL, 
Secretary, 

Geo. G. Mill Co., Great Falls, Mont. 


Is a Firm Believer 


6¢6J AM a firm 

believer of 
giving a guar- 
antee with high 
grade or class 
tools, but that 
also must have 
a definite limit 
as to its use. 
Cheap _ tools 


guarantee so far 


cerned. 
“Satisfied cus- 

tomers are an 

asset to any _ E. W. PETERSON 





| business, and 
| without satisfied customers where 


|are we? 


Our success comes from 


| those who patronize our stores. I 





know, and so do you, that guaran- 
tees are abused and always will be 


'so long as guarantees are given. It 


goes without saying that tools are 
very often used for other purposes 
than for which they are intended. 
Under such circumstances the user 
takes upon himself a responsibility 
which relieves the seller of such 
tools. 

The trouble is, most _ people 
who are not satisfied with a pur- 
chase can make things mighty mis- 
erable for the dealer and maker—so 
I say one should be mighty cautious 
in giving unlimited guarantees. 

“Dealers can lose very materially 
if they are not keenly conscious of 
the situation in handling complaints. 

“I would never think of having a 


‘customer feel that I was doubting 


his or her word, but would have them 
feel that I was very much interested 
in serving them with the best con- 
sideration and effort possible to do.” 
(Signed) E. W. PETERSON, 
N. R. H. A. Director, 
Florence, Wis. 





Have Little Trouble 


¢¢Q' ELLING guaranteed tools has 

given us very little trouble. 
and, I believe, little trouble to the 
manufacturers and jobbers from 
whom we have bought tools which 
were guaranteed; but, of course, 
dealers should explain to their cus- 
tomers what the guarantee covers at 
the time they sell the goods. 

“When we sell an ax, for instance, 
we explain to our customer at the 
time he buys one that it was not 
made to use as a wood chopper’s maul 
or wedge, and if it was returned to 
us and showed that it had been used 
for such purposes we would not re- 
place it, nor should they expect us 
to do so. 

“Occasionally we lose a sale by 
putting it up to them so strong, when 
they buy, but it is more than offset 
when an ax is returned and we hand 
them another without a question. 

“T believe the great trouble is with 
many dealers, they do not explain to 
their customers what the guarantee 
covers when they buy, but tell them 
most anything when they think they 
can sell, and then hesitate to replace 
when one comes back. 

“This, of course, applies to the sale 
of any guaranteed article. 

‘We have handled guaranteed tools 
almost exclusively for the past twen- 
ty-five years, and we certainly would 
not like to see the manufacturer take 
the guarantee off. 

“It’is my opinion that to remove 
the guarantee which has gone with 
many lines of goods for many years 
would encourage the buying of 
cheaper goods, which they are buy- 
ing too many of now. 

“Price (in our opinion) no longer 
denotes quality, and unless a guar- 
antee goes with a good article, a cus- 
tomer will hesitate to pay the higher 
price for the article offered for sale. 

“It is undoubtedly true that the 
guarantee is often misused, but I be- 
lieve it is the dealer’s fault, and 
which could be overcome, as I have 
said before, by saying a little more 
about the guarantee when they buy 
and less about it when the article is 
returned.” 

(Signed) Wm. F. CURRAN, 
Curran Bros., 
Coloma, Wis. 


Reading matter continued on page 142 
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Columbian Dan says: 










¢¢ . . 
Can you conscientiously 

Guarantee the Rope you 

are now handling ?” 


Two pieces of rope may look quite similar. >. 
One may be just ordinary rope while the other is x‘ 
a genuine quality product. Perhaps your customer WN 
. will not know the difference, but YOU KNOW. } 


é 

Can you guarantee the ordinary lower quality f' 

rope? You can’t,—you won’t! Why not, then, y 

confine your efforts to Columbian and with sur- j 
prisingly less effort you will sell more rope. 


Columbian Tape-Marked Pure made in the Columbian Mills, the A 
Manila Rope is KNOWN as “The world’s most modern Cordage y 
Guaranteed Rope,” for it is given Mills, and in reviewing its past suc- p 
the broadest guarantee of any rope cesses, it has never had a superior: Ws 
on the market. Sell the rope that you can con- 4 

There are reasons for this iron scientiously guarantee. Order Co- fy 
clad guarantee. All Columbian lumbian Tape-Marked. A_ post- f 
Rope is made from fibre personally card will bring the name and ad- 
selected from our own fibre organi- dress of the Columbian distributor 
zation in the Philippines. It is in your vicinity. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y., “The Cordage City” 





Branches: New York Chicago Boston New Orleans 


COLUMBIAN : ii: ROPE 
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Must Be Retained 


66 LATIVE 
to a guar- 
antee to hard- 
ware, I think 
that is one of 
the _ essentials 
that the hard- § 
ware man will 
have to retain 
in selling his 
goods. 
“Now, a guar- fas 
antee means two 
or three differ- 
ent things. I 
had a competi- 
tor once in tke 
retail line of CHARLES H. IRELAND 
business that 
was giving some very strong guar- 
antees and, among other things, the 
guarantee of an axe. In those days 
we charged $1.25 for the warranted 
and $1 for the unwarranted axe. 
Our competitor offered his war- 
ranted axe for $1. A fellow went 
up and bought one of them. In a 
few days he came back to me and 
said that he wanted one of my $1.25 
axes—he said that he bought one 
from the fellow up the street and 
carried it back and asked him to 
make good his warranty, and he said 
that there was nothing to make good 
—that he warranted it to be an axe 
and it was an axe, ard if it wasn’t 
an axe, what was it? 

“We have never guaranteed an 
axe or a tool against improper use—- 
we guarantee a man 100 cents on the 
dollar of value for every tool that he 
buys from this house—if quality is 
lacking in it, we don’t discuss it, we 
make it good; if he has abused it, 
in ignorance, with honest intention, 
we charge that up to misfortune and 
give him one in the place of it. If 
he does it from a motive of getting 
a new tool for nothing, simply on a 
warranty, we take our stand and re- 
fuse to give it to him. That is a 
part of what we call service. 

“Sometimes a man will come in 
with a pocket knife; says he got it 
here and it is not good material. 
There are a very few men who know 
how to whet a pocket knife. We 
have men who know how to whet a 
pocket knife and, instead of giving 





hi knife, w im how | : ore : 
sgh ctr teres Seahesglier ng et some very little thing is wrong with 


to whet a knife; take his knife, whet 
it and put an edge on it, and show 
him how to do it. The results are 
generally satisfactory to any reason- 
able man. ‘ 
Now, you can’t take cheap qual- 
ity stuff to do this—we use the best 
things that we can get our hands on 
and we stand squarely back of it, 








and we mean by that that when a 
man buys goods here he gets real 
values for his money; that is all 
that anybody can do. The chain and 
“gyp” stores can’t do that. In the 
first place, they haven’t the charac- 
ter and standing to get the people 
to purchase goods from them on a 
basis of that kind. In the second 
place, they do not know how to han- 
dle the trade in such a way as to get 
results. 

“I have never asked a factory to 
guarantee goods to me; but when I 
become a representative of a factory, 
I expect them to approve of my ac- 
tion. If they don’t, they don’t need 
me as a representative, and when I 
represent a factory I try to do by 
them as justly as I do the man 
standing before the counter, with 
the result that my business has been 
built up on that kind of dealings.” 

(Signed) CHAs. H. IRELAND, 
President, 


Odell Hardware Co., 
Greensboro, N. C. 


Retailers Partly to Blame 


be HE abuse that has been 

passed on to the manufacturer 
of tools has been such that I am not 
surprised at their rebelling. Am in- 
clined to believe that we as retailers 
have been partly to blame for this 
condition. Rather than have any 
words with a customer we have from 
time to time taken back from them 
articles that we should have told the 
user he had abused, and he was hard- 
ly fair in expecting to have the tool 
replaced. But again perhaps we 
started him off wrong because we 
used the worn out expréssion ‘abso- 
lutely guaranteed’ when we sold the 
tool. From this he gathered that no 
matter what he did with it, if it did 
not stand all the abuse he gave it he 
could have it replaced regardless. The 
manufacturers should and do stand 
ready at all times to take care of de- 
fective goods, and we as retailers 
should work with them by taking the 
position that if the goods were not 
at fault, the user should. not have 
them replaced, but faulty goods cer- 
tainly should be returned. The man 
who is constantly complaining that 


most of what he buys, and asks for 
replacement for such little things is 
a detriment to you, and the sooner 
you take the stand that he is asking 
for more than is fair the sooner you 
will be rid of an expense.” 
(Signed) E. B. BALDWIN, 
Sparta, Wis. 





Against Guarantees 


66éPTNEVER was 

in favor of 
hardly any kind of 
a guarantee. If a 
tool, or whatever it 
may be, shows a 
defect in workman- 
ship, any reliable 
distributer 
or manufacturer 
will gladly re- 
place it. 

“When too much 
stress is given to the guarantee it 
has been my experience that the 
salesmen sold the guarantee only and 





H. H. RIDDLE 


| forgot all about the goods they were 


selling.” 
(Signed) H. H. RIDDLE, 


The Geo. Worthington Co., 
Cleveland, Ohio. 





Quality Tools Cause No 
Trouble 


as is our opinion that small 
tools manufactured from se- 
lected material, assembled by first 
class workmen and sold at a price 
that will permit high grade con- 
struction, do not cause the jobber 
any undue hardships because they 
are guaranteed. 

“The consumer who purchases this 
grade of tool invariably uses them 
for only the purpose for which they 
are made. The guarantee is an ad- 
ditional sales argument for the re- 
tailer and the wholesaler as well as 
the manufacturer and has a ten- 
dency to create in the mind of the 
consumer high quality. 

“Unfortunately, guarantees are 
sometimes applied on second grade 
tools which are sold at a price that 
does not permit the quality of ma- 
terial and workmanship to be put 
into them, and this cheap grade of 
tools usually turns up in the hands 
of persons who abuse them and then 
take advantage of the guarantee. 

“If it is possible for the manufac- 
turer, the wholesaler and the re- 
tailer to make it clear in selling their 
trade that high grade tools are built 
on a quality basis and are guaran- 
teed and that the cheaper grades are 
sold without guarantee, it is our 
opinion that the sales of the first 
quality tools will increase and the 
cheaper grades will decrease.” 

(Signed) W. P. Tracy, 
President, 

The Tracy-Wells Co., 
Columbus, Ohio. 
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$2,175,000 
UNITED BUSINESS PUBLISHERS, INC. 


Fifteen-Year 542% Sinking Fund Secured Gold Notes 
Due April 1, 1943 


United Business Publishers, Inc., through its subsidiary com- 
pany, the United Publishers Corporation, is the publisher of 


HARDWARE AGE 


and 23 other trade papers, comprising one of the largest 
groups of business publications in the United States. 


Acomplete description of these Notes and the price will be furnished 
by Lee, Higginson & Co. upon request. 





Lee, Higginson & Co. invite consultation on financial problems, includ- 
ing the investment of personal funds and the financing of established 
businesses. 


It has been our privilege to have acted as bankers for a number of corpor- 
ations familiar to the readers of Hardware Age, including: 


REMINGTON ARMS COMPANY, INC. THE NASH MOTORS COMPANY 
CRANE CO. GOULDS PUMPS, INCORPORATED 
FAIRBANKS, MORSE & CO. 
ROME WIRE COMPANY 
AIR REDUCTION COMPANY, 


WHEELING STEEL CORPORATION 
INTERNATIONAL MATCH CORPORATION 


SIMMONS COMPANY INCORPORATED 
BIRD & SON, INC. THE OKONITE COMPANY 


SHELL UNION OIL CORPORATION CLEVELAND METAL PRODUCTS COMPANY 





LEE, HIGGINSON & Co. 


NEW YORK BOSTON CHICAGO 
HIGGINSON & CO., London 





GOVERNMENT AND MUNICIPAL BONDS 
RAILROAD, PUBLIC UTILITY AND INDUSTRIAL SECURITIES 
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Hot of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: “Some of them 
have been copied, the rest will be.” 
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His arm went ’round her slender waist; 
She coyly raised her head. 

“Your form,” he said, “is quite divine” ; 
“Of corset is,” she said. 





Gentlemen Prefer Blondes 
If you don’t want your husband to look 
at them, move to Africa. 





“They won't make a bricklayer out of 
me,” said the hen as she shoved the porce- 
lain egg out of the nest. 





Old Lady (on boat): “Oh, Captain, I’m 
getting so seasick. I don’t know what to 
do.” 

Captain: 
do it.” 


“Don’t worry, ma’am, — you'll 





He—Every kiss intoxicates me, darling. 
Would you like me to be a drunkard? 

She—Well, yes, on the condition that 
you don’t mix your drinks. 





A careful contractor, bidding in competi- 
tion with a bunch of  fly-by-nighters, 
rushed into an architect’s office to explain 
that he had forgotten to send in all his 
bid. 

“The bid I sent in didn’t include the 
brick work, plastering and cement work,” 
he explained, excitedly. 

“Oh, that’s all right,” said the architect, 
“you weren’t low anyway!” 





A party of tenderfeet was descending 
the precipitous Bright Angel trail at the 
Grand Canyon one day when the saddle 
girth of a mule ridden by a young lady 
became loosened, allowing the saddle to 
work forward onto the neck of the mule. 
After some time the young lady thought 
there was something wrong and called out 
to the guide: “What’s the matter with 
this mule? He’s pulling in his head.” 





Photographer: “Look this way and 
you'll see a pretty little dickey bird come 
out.” 

Modern Child: “Oh, don't be a nut. Cut 
out the boloney and expose your plate. 
Let’s get this over with.” 





A gentleman slipped on the top stair of 
the subway and started sliding to the bot- 
tom. Half way down, he ¢ollided with a 
lady, knocked her off her feet, and the two 
continued the journey together. After 
they had reached the bottom, the lady, still 
dazed, continued to sit on the gentleman’s 
chest. Looking up at her politely, he finally 
exclaimed: ‘Madame, I’m sorry, but this 
is as far as I go.” 


Donald McCautious sat with his arm 
around Mary McThrifty. It was a night 
for love. 

His heart was stirred by sentiment. He 
longed to do something wild and bold, to 
say something romantic and passionate 
and startling. Suddenly he was swept from 
all reasoning by a wave of overwhelming 
inspiration. 

“Mary!” he gasped, before he could re- 
sist the frenzied impulse of the idea, 
“Mary! A penny for your thoughts!” 

The girl’s heart fluttered. So he loved 
her as much as that? She, too, would do 
something noble and heroic; he would 
know his love was requited. 

“Na, na, Donald,” she whispered, “keep 
your penny.” 

Such is true love. 


“Sam, when you-all gonta pay me that 
ten dollahs you owes me?” 

“Next week.” 

“Yeah—but that’s what you tol’ me last 
week.” 

“Uh-huh—and that’s just what Ise gwine 
tell you next week—cause Ahm not a man 
that says one thing one week—and sump- 
thin else the next.” 


“Well, Mrs. Johnsing,” announced the 
colored physician, after taking her hus- 
band’s temperature. “Ah has knocked de 
fever outen him. ’At’s one good thing.” 

“Sho nuff,” was the excited reply. “Does 
dat mean dat he’s gwine to get well?” 

“No,” replied the doctor, “dey’s no hope 
fo’ him; but you has de satisfaction ob 
knowin’ dat he died cured.” 




















“You are charged,” said the judge, “with 
beating up this Government inspector. 
What have you to say?” 

“Nothing,” replied the green-grocer. “I 
am guilty. I lost my head. All morning I 
had held my temper while Government 
agents inspected my scales, tasted my but- 
ter, smelled my meat, graded my kero- 
sene. In addition, Your Honor, I had just 
answered three Federal questionnaires. 
Then this bird came along and wanted 
to take a moving picture of my cheese 
and I pasted him in the eye.” 





A nervous woman pointed to a soaring 
airplane and exclaimed to an Irishman: 

“Mustn’t it be dangerous to be up there 
with that airpane?” 

“It would be worse to be up there with- 
out it, ma’am,” said Pat. 





Abe—‘“Vot did you name the twins?” 

Ike—“The foist vons we called ‘Kate 
und Duplikate.’ Then we had ‘Pete and 
Repete.’ ” 

Abe—“And the new vons?” 

Ike—“Max and Climax.” 

Abe—“Oy! Oy! I hope so!” 





o . 
Irritable Husband: “How can you ex- 
pect to drive a nail into the wall with a 
hair bush? For goodness’ sake use your 
head.” 





When the train stopped at the little 
Southern station the tourist from the 
North sauntered out and gazed curiously 
at a lean animal with scraggy bristles 
which was rubbing itself against a scrub 
oak. 

“What do you call that?” he asked a 
native. 

“Razorback hawg, suh.” 

“What is he doing rubbing himself 
against that tree?” 

“He’s stropping hisself, suh, just strop- 
ping hisself.” 





Teacher—“Jimmy, define and give an 
example of heredity.” 

Jimmy—‘It means that—that—that if 
your grandfather didn’t have no children 
your father wouldn’t have none either— 
and neither would you.” 
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Show your customers how easy it 
is to put a new Schick blade in 
position to shave. ‘‘As simple as 
A. B. C.’’—in one second. 


Let each man handle the Schick. 
Let him ‘‘heft’’ it, and feel its nice 
balance. That's the surest and 


hick RKepeating~ 


the moment you show it 


quickest way to make him want 
one for his own. 


Show how easy it is to load in a 
new clip of superkeen blades. Tell 
them that these marvelous Schick 
blades cost only 75c for 20. 


Show the Schick and you'll sell it. 


Magazine Repeating Razor Company 


285 Madison Avenue, New York City 


Razor 





2 
By 














The Big Money Maker for 1928 
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Send fer this book 
showing operation 
pictures of the vari- 
eus models in actual 
use. Complete list of 
capacities and prices. 














H. K. PORTER, Inc. §E 


CLIPPER 
Angular Belt 
Clipper in 





CUTTER 
Cut any 
ehain within 
the capacity 
ef the teol-- 
special jaws 
will cut case- 
hardened 
Used 
wherever 





PORTER’S 


TIME SAVERS 

















They were named 
**bolt clippers”’ back 
47 years ago when 
cutting carriage bolts 
was their principal 
job. Teday Porter's 
Bolt clippers are used 
for cutting anything 
that will go between 
the jaws--rods, flat 
steck, cable, wire, 
belts, etc.--and with 
modified jaws they 
cut hardor soft chain, 
split nuts, squeeze 
rivets, etc. 


Extending out of the 
wagon building trade 
they have come inte 
general use in practi- 
cally every factory, 
machine shop, garage, 
construction camp, 
railway and power 
shep--wherever 
heavy cutting is to be 
dene with man 
power. They save 
time, save labor, and 
save costs. 





14 ASHLAND STREET 


VERETT, 
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A NEW CHAMPION 


to help you meet the 


TOUGH COMPETITION 


from Cheap Alarm Clocks 
Selling at “Cheap” Prices 


HE INGERSOLL TyPE-T can do a whale of a use- 

ful job for merchants who for years have been 
trying to meet or beat the “cut-price” competition 
of nondescript alarm clocks. 


The demand for low-priced alarm clocks is, of course, 
so immense that everybody has jumped into the ring 
and tried to out-do the next fellow ona price basis. 
Maybe you got into it yourself! Did you get any 
visible profit or satisfaction out of it? 

If you've stayed out of it you have had to watch 
your customers going into other stores buying these 
clocks and other things too. 


We ask you—honestly now, isn’t the Ingersoll 
TyPE-T at $1.50 the answer to your problem? 


Here is a real clock with a real name on its dial, 
a real guarantee and a real service department back 
of it —and heavily advertised. It sells at a known 
price, and yields you a legitimate profit! 


A fine looking clock! Look at the illustration and 
note some of the points. Look at the handle. Note 
how the handle and bell are designed with the 
clock, and together become an ornament instead of 
an eye-sore. Look at the heavy rolled-edge case. The 





INGERSOLL WATCH CoO., Inc. 


New York Chicago San Francisco 
Service Dept, Waterbury, Conn. 


dial is mat fissish metal. The case is seamless. The 
knob alarm switch makes you think of high grade 
lighting fixtures. The feet are fastened on for keeps. 
The feel of the whole clock is solid and substantial. 


The Ingersoll TyPe-T is going somewhere in the 
clock business! The public has wanted it — the 
trade has wanted it—and here it is. Ask your 
jobber’s salesman, the Ingersoll salesman, or write 
your jobber or us direct. 
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Easily and quickly 
detached for clean- 
ing screens or 
changing with storm 
windows. 


Handle automatic- 
ally slides up and 
down over a_ pin 
to fasten screen. 


Brass pin elimin- 
ates possibility of 
hinges rusting tight 
from exposure to 
elements. Set 
works equally well 
on half screens as 
hinges fasten on 
side, 








Makes opening and 
closing easy. 





No. 450 Triple Purpose Screen Set 








Red anaes aoe nk en 


Dept. H-9 Sterling, Illinois 











Why Is the Tired Business Man 
Tired ? 
(Continued from page 97) 


Now the golf season is at hand, and lawn tennis and 
canoeing not to mention dancing and motoring. The 
good old summer time is here and the summer time 
does use up a great deal of nervous power. How are 
we going to get it back? Already I see young men and 
young ladies on their way to work peacefully sleeping 
on the trains and in the subways; nature having been 
denied her toll of sleep. is demanding settlement. 


* * 


Old men are trying to do their eighteen holes at golf. 
A ninehole heart will be treated to an eighteen hole 


| game. I wonder if it would not be better if some of us 


instead of trying to be marathon runners and week- 
enders and eighteen hole golf players just decided, this 
summer, to spend a large part of our spare time in bed 


| and so recharge the batteries. 


No Need to Stock | 
Rights and Lefts 


This Triple Purpose Set has every element for 
Profit: same set suitable for either screen, storm 
or cellar windows; one number to stock instead of 
three; Reversible Hinges—no rights or lefts to 
stock ; a quality article priced right for quick turn- 
over insures a handsome net profit. 


No. 450 Set consists of a pair of detachable type 
hinges and one automatic latching handle. Side 
mounting of hifges enables one to swing screen 
out leaving opening entirely clear for cleaning 
window and sill. Housewives and builders quickly 
recognize this great convenience. 


Storm windows are made easily interchangeable 
with screens by fastening set of half hinges and a 
latch pull on storm sash. No. 483 (Cellar Window 
Set) is same as No. 450 except sash lock is pro- 
vided instead of handle. 


Like all Frantz Hardware these sets are fully guar- 
anteed and packed complete including screws in 
strong, attractive, red label fibre cartons. 


Write at once for prices and descriptive literature. 
We will also send you complete catalog and price 
list describing our complete line of Builder's 
Hardware. 


No Hardware is Genuine FRANTZ 
QUALITY without the Red Label 


FRANTZ MANUFACTURING COMPANY 





FRANTT 


Benjamin Franklin, in my opinion, wasn’t entirely 
correct when he advised us to go to bed early and to 
rise early. His advice should have been not that, but 
to go to bed and stay in bed a long time. Personally 1 
am sure, notwithstanding the growing love of this nation 
for athletics, if the majority of the men of this nation 
were permitted to lie in bed and rest until twelve o’clocki 
every Sunday morning, we would develop a nation of 
intellectual and physical giants. Sunday should first of 
all be a day of rest. 

* * 


Judge Gary was, no doubt, an effective worker, but 
it seems to me that during the later years of his life, 
every time I picked up a newspaper he was saying 
farewell to this country. from the deck of a steamer and 
making optimistic remarks about the future. It is too 
bad, from the stock market standpoint that some of us 
did not take him more seriously. 


* * * 


The elder J. Pierpont Morgan is also a man who, in 
his lifetime, got results., No one can deny that. He 
spent a great deal of time on vacations. He owned a 
home in London and he had another place in Europe. 
He spent much time on his yacht Corsair. 


* x 


Andrew Carnegie was also a go-getter, but he owned 
Skibo Castle in Scotland and spent much time there. 
A friend once told me he visited Andrew Carnegie in 
Scotland. All of the guests were put up at the Castle, 
but Mr. and Mrs. Carnegie lived quietly in a very small 
and plain house in the woods nearby—no Castle for 
them! They could rest! 

> es 


Mr. Bartlett, of Hibbard, Spencer, Bartlett & Com- 
pany, owned and developed a wonderful ranch at 
Tucson, Ariz. He spent long vacations in Arizona in 
the sunshine and fresh air. 


* x 
E. C. Simmons, for many years, spent his summer 


vacations at Oconomowoc, Wis., where he owned a sum- 
mer place, and his winters at Miami, Fla. Even in 
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his very active years, it was the custom of Mr. Simmons 
to quit work every day at four o’clock. At first he 
would take a drive behind a pair of fast trotters out 
into the country. Later he went to the St. Louis Club 
and played bridge with a few old friends for two hours 


before dinner. 
*x x 


To sum up, it would seem to me that the answer to 
the question “Why is the tired business man tired?” 
is simply that he doesn’t take enough sleep and get 
enough rest. He is trying to burn the candle at both 
ends. A review of some of the greatest business suc- 
cesses in the country would indicate that the wisest, 
best and most successful business men in the United 
States do not get tired! They understand the art and 
the necessity of rest, change and recreation too well. 


* x 


Just stick to your job night and day until you go 
stale and the next thing we will hear will be that you 
have been replaced by some other fellow who has more 
pep and energy. 


* x 


It seems to me, however, in the case of the debonair 
Mayor of New York City, Jimmy Walker, that as he 
spends most of his time on vacations, the danger is that 
he will go stale from the hard work he does enjoying 
himself. He should reverse the process and occasionally 
rest at his desk in the City Hall. The change would 
do him good. I notice that our Governor, the popular 
Al Smith, is also a vacationist. 


* Ox 


It does seem, when I stop to think of it, that almost 
- all of the very successful business men I know are rest- 
ing. They do not seem to do very much work. What 
is the answer? And how long will they get away with it? 


The Evansville “Big Six Sampler” 


In order to acquaint hardware dealers with some of its tested 
tools, the Evansville Tool Works, Inc., Evansville, Ind., has 
placed before the trade the “Big Six Sampler.” This package 
contains six distinctive tools. Three are new to the trade, and 
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all are made of the highest quality. Individual counter display 
boxes are supplied with four of the tools. In the sampler are: 
The 916 Mo-lyb-den-um Nail Hammer with milled claws; The 
No. 77 Electrician’s Hammer with an extra long neck; The 
No. 20 Extra Heavy Bell Face Ripping Hammer, designed for 
heavy duty; The No. 92 Carpenter’s Special Hatchet, with a 
heavy bevel; The No. 81 Finishing Hatchet with its thin blade 
for finishing work, and the Auto Camper’s Axe, with a leather 
reinforced carrying sheath. 





























This Can Be Your 
Biggest Refrigerator Year 


More people in your community will buy refrigerators this year 
than ever before. You should make your plans now to get a fair 
and profitable share of this business. 


The Challenge line is particularly adapted to the hardware 
trade. Many hardware dealers have handled our refrigerators 
successfully for years. 


Our line is well graded, starting with a well-made but low price 
ice box and grading up to the all porcelain Iceberg, the last word 
in an ice refrigerator. 


The Challenge is a dependable product in every sense of the 
word. We have been making refrigerators since 1883. We are 
one of the oldest and largest of the Michigan factories. We operate 
our own porcelain plant. Our factories cover 20 acres. 


Write us about the agency, either direct or to your jobber. 


CHALLENGE REFRIGERATOR COMPANY 
GRAND HAVEN, MICHIGAN 


One of the Oldest and One of the Largest Refrigerator 
Factories in America 
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The builder who is 


proud of his houses 


' 


. uses GRIFFIN 


Butts and Hinges 


RIFFIN 


ERIE PENNSYLVANIA 
vanch Offices_, 


h 
Boston. 76 Batterymarch. 
San Francisco, 703 Market St. 

















Ten Tested Rules for Executives 


I AM Resolved— 

1. To remember that this my task is God’s work 
more than mine, and that He is more interested in it 
than I am. 

2. To keep silent about my own feelings, experiences, 
and opinions. Much talking about these things weakens 
one’s position. 

3. To hold steady under a strain. Nothing is as bad 
as it looks. An orderly plan and a definite goal may 
clear away much confusion. 

4. To hear both sides and take counsel before de- 
ciding large matters. Every man has something to 
teach me. 

5. To leave important decisions until morning. God 
will meanwhile take a hand if I hold off a little. 

6. To treat every man as my equal. Those who feel 
themselves below me will respond with new values ; and 
those who seem above me are also timid. 

7. To believe that every man intends to play fair. 
Better be imposed upon occasionally than suspicious 
all the time. 

8. To give to my associates not orders, but responsi- 
bilities, and credit for results obtained. 

9. To remember that no case is hopeless, and to give 
to every man who fails at least three trials under vary- 
ing conditions. It may be a matter of finding his place. 

10. Having done all things, to decide, and having 
decided, not to change without good reason.—(George 
S. Miller, in the Christian Advocate.) 


Rug-Sta Prevents Slippings Rugs 


A special formula called Rug-Sta has been produced by Ken- 
dall Products Co., Kendall Square, Cambridge, Mass., and when 
brushed on the back of a rug forms a harmless coating which 
prevents the rug slipping. It is also inflammable and moth 
repellant. 

Rug-Sta is easy to apply. All that is necessary is to brush a 
thin coat on the back of the rug with an ordinary paint brush. 

It dries in one hour and will not 

harm the rug or mar the floor. 

It will not interfere with the 

usage of a vacuum cleaner, but 
will make the use of this device 
easier, as the rug will not creep. 
The formal life of Rug-Sta 
should be from two to three 
years, providing no solvent is 
used in cleaning the rug. If it 
is used, then a new coating of 
Rug-Sta is advisable. 
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A Hole in a Pocket 


ANY a man would be rich if only someone would 

stop the holes in his pockets. Holes in pockets 
may be actual, tangible, material holes, or they may be 
figurative; in either case they are sources of loss and 
should be mended. Almost everyone at one time or 
another has lost coins through a hole in the pocket 
where he carries his “change.” Sometimes other valu- 
able possessions have escaped in the same way. It is 
annoying to find one’s change all gone when he did not 
have the fun of spending it. 

Such losses are trifling compared to the mental and 
spiritual losses which slip away from us through holes 
in our mental and spiritual pockets. The wasted hour 
which might have been well employed, the opportunity 
for spiritual culture that escapes for no good reason, 
are the great wastes of our lives. Our failure to lend 
a hand, to give a boost to a fellow traveler; such are 
the big losses in retrospect, and the worst of it is that 
we may not retrace our steps to repair the damage 
done by our neglect.—Harris-Dibble Bulletin. 


Attractive Mazda Lamp Counter 


The National Lamp Works of the General Electric Co., Nela 
Park, Cleveland, Ohio, is offering to the hardware trade the 
National Mazda Lamp Counter. There are many advantageous 
features in this unit, which stocks and displays five types of 
the standard line of National Mazda lamps. 

- It attracts favorable attention with the flashing multi-colored 
light which radiates through five lamps displayed in the panel. 
Test sockets are provided on each side of the display panel. 





A convenient place to set a carton each of 50 and 60-watt 
lamps is provided at the left and right of the display panel. 
Space for stocking an extra carton each of 25, 40 and 100-watt 
lamps is provided in the back of the counter. The Lamp Coun- 
ter measures 271%4 in. wide, 25%4 in. deep and 2234 in. high. 
It is made of heavy metal and has a solid wood base. Attrac- 
tively finished in walnut; lettered in gold. There are two pieces 
to the unit. They can be easily put together by screws and 
thumb nuts. The dealer can place the upper part, the display 
panel, in his window and the merchandising half inside his store, 
if he desires. The Mazda Lamp Counter comes completely 
wired, and a 100-watt lamp provides the entire illumination 
employed in the display. The first units will be ready for 
delivery in the latter part of May and orders will be filled in 
the order in which they are received. 








No Kid Can Break 


Our Exclusive One-piece Heel 


You know how kids are—they ram headlong into 
the curb, and a skate has to be built like a young 
truck to stand the gaff. 


And Speed Kings are—note the one-piece heel— 
an exclusive Kohler feature—the boy cannot 
break it down—no cotter-pins, no parts to give 
way under terrific banging. 


Dealer Needs Practically 
One Size of Skate 


The Speed King extension is 67% in. to 11 in.—the 
longest range of extension found in roller skates, so 
one size of Speed Kings practically takes care of all 
buyers. Dealers appreciate this. 


One size fits the whole family—a talking-point. It 
helps to sell—keeps dealer’s stock and investment 
down. Jobbers like it, too. Then there’s the channel 
bar extension—a powerful arm of High Carbon strip. 


There’s the full nickel-plate (except clamp screws and 
rollers)—the top plate rib, preventing turn-up—the 
oscillating feature and rubber cushion—the turned- 
over foot plate (3 in. support, an exclusive feature). 


Why not put in Speed Kings this season—a true 
quality skate? 


California Representative New York Representative 
Riddell-Reid, Inc., D. Nash & Son, 
316 Commercial St., 143 Chambers Street 


Los Angeles, Calif. 


KOHLER DIE & SPECIALTY pom, De Kalb, Iil. 


Speed And 


Registered—U. 8S. Patent thy 


“Trademark of a true quality eo 
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LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your order for 
Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 
Lawn Grass. 


1928 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth 
Seed Co. 


Bristol, Pa. 











IS YOUR STORE 
UP-TO-DATE? 


If it is, then you know that 
show cards, window stream- 
ers, and price tickets are 
an absolute necessity these 
days. Stencilor yg 
enables you to make them 
yourself, without previous 
experience. It cuts your 












petition 
: with 

ern mer- 
chandising methods and display your stock with price tickets, 
show cards and signs made up to the minute with the Stencilor. 
Write for descriptive folder, prices and sample of work turned 
out on the Stencilor. 


Attach this coupon to your firm letterhead 
Display Material Co., 

774 Grand Ave., St. Paul, Minn. 
Eastern Agents: Display Material Co., 191 Pearl St., N. Y. 
Canadian Agents: Display Card Co., Ltd., Brockville, Ont. 

Send to your nearest office—Please send me without 


” 


obligation a copy of your book “How to Make Signs! 
























The Thief in Business 


N the greatest of all sermons the earth is mentioned 

as a place “where thieves break through and steal.” 
What was true of this wicked old world nineteen hun- 
dred years ago is true today. Thieves in every genera- 
tion break through and steal. As society advances in 
science and general knowledge criminals increase in 
efficiency and in daring. Government has never been 
able to put a stop to stealing. With penitentiaries 
crowded by thieves, there are enough of them outside 
to carry on the age-old profession, now highly specialized 
in every large city by clever, adroit and talented men 
capable of better thing's. 

While those who break through cause heavy losses to 
business, those who bore from within are more to be 
feared. Much has been done to check minor specula- 
tions, large in the aggregate, by the use of cash registers 
and cashiers, but the dishonest man in a business finds 
many ways to divert the cash of his employer to his own 
pocket. Not only in mercantile enterprises, but in 
banks and other financial institutions trusted men go 
wrong. Now and then a community is startled by news 
that some man of high standing has been revealed as a 
crook for years past, in spite of all the checks and official 
examinations of his accounts at regular intervals. 

We knew such a case once, in which a man well along 
in years, active in church work, was “found out” after 
some twenty years of misconduct. He had been stealing 
regularly, living far beyond his salary, but was heavily 
interested in endowment insurance whose proceeds year 
after year were popularly believed to account for the 
luxuries he provided for his family. One day an ex- 
aminer came when he had been unable to “doctor” his 
books, and he could not explain a small shortage. That 
led to a really thorough examination of his books and 
the institution in which he was an official —Allith Bul- 
letin. 


Lintless, Oilless, Washable Handymit 


Handymit, Inc., 60 Federal Street, Boston, Mass., is manufac- 
turing the Handymit, a novel and practical cleaner and polisher 
for fine finishes. It has a heavy, thick, pure silk dusting sur- 
face that cleans thoroughly and gives the surface a rich, deep 
luster. As it is silk, it does not lint nor scratch. An elastic 





wristlet holds the Handymit in place and allows dry wiping to 
be done without effort. When the work is finished, the Handy- 
mit can be turned inside out, so that the clean side is on the out- 
side, eliminating soiling of a car pocket, drawer, etc. Handy- 
mits come in four attractive colors. 

An attractive counter display box is provided for the dealer’s 
benefit. This box is illustrated. 
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Building Sales Through a Library 


(Continued from page 107) 


Expert House Painter—A. A. Kelly. 

A History of Decorative Art—David McKay Co. 

Workshop Wrinkles—Scott-Greenwood & Co. 

Standard Grainer, Stainer and Marbler—David Mc- 
Kay Co. 

Painting Structural Steel—D. Van Nostrand Co. 

The Expert Calciminer—A. A. Kelly. 

Motor Car Paint Shop Handbook—Valentine & Co. 

Red Lead and How to Use It in Paint—John Wiley 
& Sons, Inc. 

The Mixing of Colors and Paints—A. A. Kelly. 

Interior Wall Decoration—F. J. Drake Co. 

Painting, Hardwood Finishing and Sign Writing— 
F. J. Drake Co. 

Sign Writing and Glass Embossing—Henry Carey 
Baird. 

Working Methods for Painters and Decorators— 
J. L. White. 

New Stencils and Their Uses—F. J. Drake Co. 

Strong’s Book of Designs; Modern Painters’ Cyclo- 
pedia ; Estimates, Costs and Profits—F. J. Drake Co. 

Paint and Stain Formulas—Hartzell Bros. 

Owen’s Painters’ Guide—F. J. Drake Co. 

How to Mix Paints—Industrial Publishing Co. 

And after the painting contractor spent a half hour 
browsing through this hardware dealer’s library he 
discovered that he could take out the spots by applying a 
stout batter of various ingredients to the marble tops of 
the tables in the lodge room. You can guess the result. 
The hardware dealer won a good paint customer. 

And this is an excellent stunt for the other paint 
sellers, because the small town libraries carry very few 
books for the professional painter, and even the libraries 
in the bigger cities do not list books covering as com- 
plete a field as was found in this Camden hardware 
store. 

The cost of such a library should not be more than 
$100 and the books can be bought from time to time. 
‘one or two a month, spreading the expense in this way 
over a period of time, and when his library is complete 
the hardware dealer can make it pay dividends in orders 
and good will by writing all the painters in the vicinity, 
advising them to call and consult the books regarding all 
paint problems. One or two good contractor customers 
landed in this way will pay for the entire library. 

And it will also benefit the hardware dealer to spend 
a few hours a week among his paint volumes so that he 
can correctly advise the housewife how to properly 
lacquer furniture and the amateur painter how to prime 
and finish an outside job so that it will look like profes- 
sional work. 


Budget Your Business 


ort your business and make a road map for 
the future by surveying your past travels. 

A budget should be a consolidated picture of past 
performances made from actual experience figures, and 
without any theory additions—the theoretical should be 
stated and the reasons assigned, but the real budget 
should deal with history rather than prophecy. 

It may be that newer, better and straighter roads are 
to be built through a state, but it will not help a pres- 
ent tourist much to mark them for today’s use.—Harris- 
Dibble Bulletin. 
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To Harmonize with 
Wrought Iron Hardware 
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Sell builders harmony! If they are 
using hand-forged Wrought Iron 
Hardware, their Lighting Fixtures 
should be of the same craft. 


Here’s No. 410 . . . a simple, Col- 
onial triangle bar fixture for halls. 
The triangle is 12” wide and 14” 
high; total drop 30”. In Dead Black, 
Rust or Half-Polish finishes. Com- 
plete with chain and canopy, $6.00. 


Write for Complete Catalog. 


The TREASURE CHEST, Asheville, N. C. 
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Small 
articles 
on Top 








Nos. 16 and 17 


Double-Duty’ Display 
Tables 


They double the use of your aisle frontage making more sales 
per square foot of floor space. Just think of it, 108 square feet 
of actual display space in this group of four tables besides plenty 
of storage space below. 

There is a spot in nearly every hardware store where one or 
more of these tables should be in use. The best paying invest- 
ment any hardware store can make. 


Business Building Store Fixtures 
Check the items you are agg W. c HELLER & coy 


in, 
tear out this ad and mail today. 
700 Bryant St., Montpelier, Ohio 
20 Vesey St., Suite 500, 
New York City 


O New Display OD Pennsylvania 
Metal Saw Rack 


Tables Mi 
© Nail Counters 0 Display Door 
Wall Cabinets 


4-26-28 56-A 
Write name and address in the margin below. 
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VACUUM 
FREEZER 
Self-Freezing 


Tewx your customers that Every- 
body’s Self-Freezer is an exception- 
ally fine den tub, automatic freezer 
that produces exceptionally fine ice 
cream. 





BUY FROM YOUR JOBBER 








1140 BROADWAY, NEW YORK, N. Y. 








Goodrich 
Garden Hose 


Nation-wide consumer accep- 
tance; a variety of brands to 
meet the needs of every purse. 


THE B. F. GOODRICH RUBBER CO. 





Established 1870 Akron, Ohio 

















DOUBLE Your Profits 
dn Sprinkler Sales 


You can do it with Rain Kings, the. fast-selling, national- 
ly advertised line of sprinklers that will give you twice 
the Volume and twice the Profit on every sale. 


Write for FREE Merchandising Plans and Advertising Helps 


Chicago Flexible Shaft Co. 
Dept. 3, 5600 W. Roosevelt Rd., 
Chicago, tll. 


‘The BEST LAWN SPRINKLERS MADE 38 Years Making Quality Products 








KEEP YOUR LAWN MOWER SHARP 


Tell this to your customers and make 
an extra profit. The BERGHMAN 
LAWN MOWER SHARPENER is 
designed to sharpen all types of 
mowers and guaranteed to do so 
correctly. Full nickel plated steel 
body, forged bolt and nut, oil 
tempered springs and an abrasive 
stone of the highest quality make the 
BERGHMAN a sharpener your cus- 
tomers will be glad to buy and to 
recommend. Nationally — in 
Better Homes & Gardens and in de- 
mand everywhere. Retails for $1.00. 


Send for sample order of one dozen in attractive display 
box and start selling now. 


New York Representative Berghman Company 
D. M. Feder, 5737 W. Chicago Ave. 
132 Clymer St., Brooklyn, N. Y. Chicago, Ill. 














Hardware Age elk Gets Wide 
Response 


RANK PARRISH & SON, Hamilton, Mo., can 

and do testify to the great reader interest of Harp- 

wARE AGE. Referring to a recent story of their store, 
they write: 

“T am a little late with it, but I want to thank you for 
the nice write-up you gave me in HARpWarRE AGE of 
March 15, using the cut of our crowd at our anniversary 
sale. There is only one objection to a write-up of this 
kind. I can swear to the fact that HaRpware AGE is 
read in every State in the Union, for I have had calls 
for particulars of how we got this crowd, from most of 
the States. Am mailing out, in this mail, copies of the 
circular to Arkansas, California and Texas. 

“But we are glad to do it if it will help any. 

“J. F. ParrisH, 
“Frank Parrish & Son, Hamilton, Mo.” 


Why Do YOUR Farmers Neglect 
Painting ? 
(Continued from page 105) ' 


advertising prepared for distribution by the Save the 
Surface Campaign and the Clean Up and Paint Up 
Bureau. 

The merchant who will plan a systematic campaign 
among his farm customers can get plenty of help on both 
the economic and social advantages of well-painted 


buildings. 
The farm agents were also asked to interview the farm 


women about painting. 

In the main, it was found that farm women were in- 
terested in painting. The ratio of those interested is 50 
as against 3 not interested. The women were asked 
which was the greatest need of the farm homes and there 
was a close race between wall finishes and floor paint, 
with wood work not far behind. One might conclude 
that the farm women believed their homes needed all 
three. A considerable percentage of the farm women 
interviewed are already redecorating their homes by 
degrees. 

Asked why they did ngt do more of this work, seit 
reasons are given, including—temporary homes, lack of 
knowledge regarding methods, ‘men indifferent, won’t 
supply money, high cost of labor, lack of color informa- 
tion, high cost of materials and more important uses for 
money. 

Here, again, are reasons that are removable. In- 
deed, the chief one seems to be indifference of the men. 
That objection will be met by the educational work 
already spoken of to reach the men for the painting of 
the buildings. 

Such reasons as “lack of color information” and “high 
cost of materials” are indictments of the dealer who 
should sell the paint. Any dealer can, of course, verify 
this information as to his community by inquiry. The 
modern way of painting interiors with hand sprays is 
a part of the answer to several of these objections. 

The remedy, we believe, lies in systematic work with 
the farm customers. A suggestion is made that some 
educative material be sent to the farmer the first of each 
month and to the farmer’s wife the middle of the month. 
When such a plan is well under way, the hardware mer- 
chant or his outside salesman, who drives out to talk to 
his customers in their homes, will find them much more 
receptive to painting suggestions. 
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Causes 









The harder the quality of 
steel used in making nails 
the better they are ++ + and 
this fact accounts for the 
outstanding superiority of 
American Steel 8 Wire 
Company’s nails. 

Examine one of our nails. 
Note its clean, sharp point, 
the firm set head show- 
ing ample metal, the well 
punched barbing, the ac- 
curate gauge, and above all 
test that which does not 
appear at first glance—the 
great strength of the steel 
that holds straight in driv- 
ing according to the work 


for which intended. 
American Steel & Wire Co. 


SALES OFFICES 
CHICAGO - 208 So. La Salle Street SALT LAKE CITY Walker Bank Bldg. 
CLEVELAND - NEW YORK - - 30 , oa 
or 











Es- ° 

Marx Bidg. *SAN FRANCISCO - - 

+ *LOS ANGELES 2087 E. Slauson Ave. 

- - = 777 Nicolai St. 

EATTLE 4th Ave. So. & Conn. St. 
“United States Steel Co. 






































The 
Year Round 


To y Garden Set 


Every family, with or without 
children is a potential customer for 
the No. 551 Arcade Toy Garden 
Set. It is strongly built and the 
blades of the spade and hoe are 
made from a tough grade of heavy 
guage steel. 


“They Look Real” 























No 568 
Toy 
Clipper 


Lawn Mower 


It is a joy to see 
children pushing 
one of these real 
looking toy lawn 
mowers behind their 
Daddy as he mows 
the lawn. Every 
hardware store 
should carry toy 
lawn mowers as well 
as real-ones. 


Jack Set No. 15 

Children look to hardware stores to supply them 
with jack sets. A children’s window display would be 
appropriate now, decorated with toy garden sets, lawn 
mowers, jack sets and many other types of Arcade toys, 
for every age. 


Write us for Catabg ~ Ask your Jobber for Prices 


ARC AD HARDWARE 


a4 TOYS 
Arcade Manufacturing Co. 

















5 RY 
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72% Greater Holding 
Power Than Wire 
Nails. Won't Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Makers of Cut Floor Natls, Rico Hard 
Floor Netls, Large Head ndry, 
Headless Out Foundry, Black and Gal- 
vanized Out Shingle, Cut Clinch and j 
Hinge Noils. 


REAL 
CUT NAILS 








In Machine Shops 
and Home Work Shops 


Coes Wrenches are used 
everywhere for just one rea- 
son—they give SERVICE. 


Tools that give service serve 
the dealer by making satis- 
fied customers and repeat 
sales. 


You can get Coes Wrenches 
from your jobber. 





COES WRENCH CO. 


“In Business Since 1841” 





Worcester Mass. 
SELLING AGENTS 
DB. PGR BGO. » 06sec cscae 253 Broadway, New York 


JOHN H. GRAHAM & CO....113 Chambers Street, New York 
Also 61 Shoe Lane, London, E. C., England 
FENWICK FRERES......... 8 Rue de Rocroy, Paris, France 





























w—1 
KEYSTONE 


“OnpeR git 


For Rust-resistance!l 





Tuis Company is the largest 
and oldest manufacturer of 
a complete line of high grade 


STEE 


BLACK AND GALVANIZED SHEETS, 
Corrugated Sheets, Formed Products, Full Finished 
and Auto Sheets, Special Sheets, Tin and Terne Plates, 
Black Plate, etc., adapted to every purpose. Sold by 
leading Metal merchants. Send for interesting booklets. 


SHEETS 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 


DISTRICT SALES OFFICES: Chicago, Cincinnati 
Denver, Detroit, New Orleans, New York 
Philadelphia, Pittsburgh, St. Louis 
Pacific Coast Representatives : United States 
Steel Products Company, San Francisco 
Los Angeles, Portland, Seattle 
Export Representatives: 
United States Steel Products 
Company 
New York City 
































HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 


“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 
ply because of improper sharpening. These dealers, 
by installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers, and make liberal 
profits themselves. 


$1.50 to $2.00 PER MOWER—15 Minutes Work 


Any boy can operate the IDEAL. charge, $1.50 to $2.50 per 
Slip the mower into the IDEAL mower, is mostly profit. 


without dismantling, make a 
few simple adjustments and in The IDEAL SHARPENER re- 














15 minutes the mower is per- “quires little space, operates off 
fectly sharpened — every blade a light socket, and its first cost 
with a true keen edge. The usual is extremely low. 


Write for prices and full information. 


The Fate-Root-Heath Co., 701 Bell Street, Plymouth, Ohio 
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SPECIFY “SHELBY” HARDWARE 
ako caiog mes 


showing complete line of builders’ hardware 


THE SHELBY SPRING HINGE CO., Shelby, Ohio 





Coast Representatives 
Pond Hdwe. Specialty Co., Los Angeles, Calif. 
D. L. Herman, Seattle, Wash. 











Here are shown just a few of the many sea- 
sonable Oakes supplies you now need. They alt 
sell readily and with liberal dealer’s profits. Get 
our big complete catalog—FREE— it describes 
and illustrates incubators, brooders (hot air, hot 
water, electric), fountains, fixtures, hoppers, etc. 


Write today for your copy and special 
“New Dealer's Proposition” 


ROUND 


CHICK HOPPER OAKES MFG. COMPANY ~ FOUNTAIN 


347 Dearborn St., Tipton, Indiana 


VALVE FLOAT 














a 
all 
eS 
TT TTD 


MASON JAR 
FOUNTAIN 











apetes 





Se ee 
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A box chock | 
full of friend- | 
ship for your 
store. 








| 
| emissaries of either good will or indiffer- 


| 

How many tacks in a box? Just so many | 
ence. 
| 


i Every Atlas box is “chock full” of good 
i honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 








| ATLAS TACK CORPORATION 
| Fairhaven, Mass., and St. Louis, Mo. 














Best Kesowei~itiient tieed 
Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
good quality and the 

table and square sales gue 
under which they are dis- 
tributed. 

Your guarantee is the name 
“Universal” stamped on 
each clamp and printed on 
each carton. for this 
name when you buy and be 
sure you get what you ask 
for. 

Their size adaptability, ease 
of installation, leak preven- 
tive feature and rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold _ rolled 
steel wire—not strap. Their 
edges are smooth. Every 
cane is “Electro - Galvan- 
i . 





One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to % to 1% in. 





adjustability. 
Universal 
Patents Orented Industrial Corp. 
a. ine i Hackensack, N. J. 


Merch 1, 1921. 


UNIVERSAL cise 


Aadhuustable to Lit carey bose atarystze 


Your 








Paint Story 


in 


HARDWARE 
, AGE 


Hardware Age is read every week by 
merchants who are always ready to give 
a likely product a trial. One of the 
reasons why these men read Hardware 
Age is to keep in touch withewhat is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 


























HARDWARE AGE for 


APRIL 26, 1928 














Poultry Supplies 


Moe’s New Peerless Feeder 


for chicks and growing fowl. Made in two sizes, 10 Qt. 
and 18 Qt. capacity, with 30 feeder openings. 
Adjustable for any kind of mash or grain and a perfect 
feeder for large or small flocks. 
Write for Catalog of Moe’s Line, a standard line of 
Poultry Supplies—everything needed, and nothing better 
made. 


OEFT & COMPAN 


2305 Davis St. North Chicago, Il. 




















~-(CHICAGO)— 
SPRING HINGES 


THE 
“SIMPLEX” 


Applied Direct 





to 
Door Casing 
without 


Hanging-strip 





Dealers will find it of interest to examine important 
features in the construction and design of the “Simplex.” 

The Simplex Spring Hinge, designed for simplicity and 
economy in application, requires no jamb strip and only 
one mortise cut. 

The construction of barrels and web from one continu- 
ous piece of metal eliminates joints where the metal form- 
ing the barrels continues as the web and avoids exposing 
the spring to moisture which would cause rust and 


breakage. 
Send for Catalogue H 42 


2 Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 

















—‘‘Number, please?” 
—“Yes, that’s all that’s required to cut 
a perfect key on 





THE ) UNIVERSAL 


“Takes the guess out of key cutting” 





A Code key cutting machine, requiring neither skill nor experi- 
ence to operate, with a reputation established by conclusive test 
and popular approval, this machine stands ready to supply cut 
automobile keys by number from code at a moment’s notice. 


Fitchburg, Mass., U. 8S. A. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 


Full information upon request. 











No. 10 Ball-Bearing 

No. 110 Cone Bearing 
(2-inch wheel) 

lar numbers from a complete line of Ball 


2 popul 
Bearing, Cone Bearing and Axle Bearing pulleys. 


[ GRAND RAPIDS 


ALL ~ STEEL 


SASH PULLEYS 











Sus nae i Sos ii 
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Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the. user. 





It isn't hard. Byery mechanie needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 


WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Co., Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 














FOSIERG >) CAPSCREWS 


Personal Service 





in Big Business 


Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHIGAGO 
Unien Ave. and E. 72nd St. 6248 te 6265 West 65th St. 
Telephone Broadway 840 Telephene Hemleck 4484 











Your trade can 
use to advan- 
tage the heavier 
grades of Hex- 
agonal Poultry 
Netting as well 
as standard sizes 
used commonly 
as poultry fenc- 
ing. 


Superior Brand 
is made as heavy 
as No. 14 wire 
—114” mesh. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


























New Packing 


Cup Hooks 


on 10c Cards 

2 doz. cards to carton 
$1.60 per carton. 
Samples on Request 
Also Samples and Prices on 
White Enameled Thumb- 


on blocks or in 








MOORE PUSH-PIN CO. (Wayne Junction) Philadelphia, Pa. 


























The reputation of 
Brown £4 SHARPE 


TOSLS 


for Accuracy and Reliability 
finds them 
a ready market wherever 
saree Pet metrere| 
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ELP the housewife save her poor fingers. aX s 

Sell her or her husband a tool case to 

keep all the tools available when needed. The 

Green Line Armored Tool Case—household 

model—appeals to every man and woman. It 

helps you sell tools too. A complete catalog 
and sales literature mailed on request. 








| = 
| ey 














Chicago Office 
Surpless Dunn & Co. 
34 No. Clinton St. 











GREEN-CASE, Inc. 


Racine, Wisconsin 





No. 70-25 —A specially designed | 
Householders Case. Has fulllength 5 
compartment tray and saw bracket 
for 20” saw. Size 8” x 8” x 25”. 


Eactern Office 
89-91 Warren Street 
New York, N. Y . 


























THIS MESSAGE 


NEEDS NO SIGNATURE 


Concentrate your buying. Large orders get ser- 
vice—there is real cooperation in close relation- 
ship. 
Choose your points of supply carefully and limit 
them to the fewest possible number. You will 
save money that way—take our word for it. 
We speak as tool manufacturers, yet, 
whether or not you buy from 
MILLERS FALLS, you will find that 








MILLERS FALLS 
TOGLS 
“profits begin with the buying.” 








STUDEBAKER— 


Delivery cars, 1%-Ton and 34-Ton capacity, 
possess every requisite demanded by progres- 
sive hardware dealers. Style—vonvenience— 
larger loading space—more power—greater 
speed—ease of handling—economy. Ask your 
Studebaker dealer for a demonstration. Prices 
from 









f.o.b 


$795 to $1195 factory. 


Studebaker Corporation of America 
South Bend, Indiana 








SO-BOSS COW HOBBLE AND 
TAIL HOLDER 


Dealers everywhere are making real profits by 
selling the genuine So-Boss Cow Hobble. New 
sales records are being established every month. 
Attractive So-Boss counter display and other 


sales making material now available to dealers. 
Every farmer and dairyman is a prospect—in 
large demand wherever cows are milked by 
hand or machine. 


oi Salman 


or write us. 


SIMONSEN IRON WORKS 
Sioux Rapids, Iowa 


So-Boss has no 
ropes to burn flesh 
or wear out, no 

buckles to scratch or 
come loose. Chain will 
not _ininre and will last 
andefinitely. 












Give them PHENIX QUALITY 


In Storm Sash and 

Screen Hangers and Fasteners 
Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
iest applied, most 
efficient—that’s why 
they sell best. New 
improvements put 
them in a_ class 
of theirown. Write 
to-day for Catalog 
sh gwing full 
Phenix line. 
Samples free. 











Sold by all leading 
jobbers. oe 
No. 118 WPastener 


PHENIX MFG. CO., 032 Center St.. Milwaukee, Wis. 








Wivot Bearing 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 





if 
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Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 


The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 














Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 
Sole Manufacturer 






The ™¥OO@S> 
Pruning Shear 
Cutlery Steel 


Blade and 
Hook 


Easy Working 
Spiral Spring 








Cuts thickest twig or thinnest tendril without 
tearing. Length 8%”, weight 12 oz. 


Send for prices 


- . 
The =YOes> Se. 161 Porter St., New Haven, Conn. 








SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 

Butt Beveled Edge, 

Regular Beveled Edge, 
Socket Chisels. 

We carry a full line of 

SWEDISH Made TOOLS and HARDWARE 










Manufac- 


Magsaened Order from your jobber today, or write 
ends SCANDINAVIAN WESTERN 
Led. IMPORTING CO., Ltd. 
Eskilstuna, 107-109 Lafayette St., New York, N.Y. 


Sweden Minneapolis, Minn., Montreal, Can., 
Seattle, Wash. 


PS cusnion rire] 
STORE LADDERS 


Insure perfect shelf service for any 
-—] line of merchandise. Deep tread steps, 
om property teseet. with convenient full 
=~ Copy length handholds on both sides of 
a. Gee ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and ponenes vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock purposes. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


me FE.MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 





i 
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FULTON 








Brand 
Guaranteed 
2K : HARDWARE 
i mi and TOOLS 


Ue. PAT. ©! 


are distinguished by the Trade-mark and are 
guaranteed uncondition ally. This guarantee 
on quality merchandise, sold at lower than 
prevailing prices, fits right in with the present buying 
tendency. 

Our leaders include: The Improved B K S Door Closer, 
known as the “Best Kloser Sold,”’” GIANTGRIP Braces, 
Graham Night Latches, etc. Request Catalog No. 40 
which describes our complete Fulton line. 


United Hardware & Tool Corp. 
50-52 Howard St. New York 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 


REVOLVERS 
SHOT GUNS 


/ Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 
Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 


New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








For your customers who want 
better cans and pails. Guaran- 
teed to outlast from 3 to 5 
ordinary cans. Sizes and styles 
to meet every need. 


Write for interesting proposition! 
The Witt Cornice Co. 
Can Specialists Since 1899 


2114 Winchell Avenue 
Cincinnati, Ohio 

















More Than Ever Before 


it is essential that you study your Market 
calbtewiae metas saeies trae ie te be 

t price tra re- 
corded in these columns weekly. 


The MARKET REPORTS as found in 
HARDWARE AGE are the most authen- 
tic published. 


Use them as a buying guide. 


$$$ $C 
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fa() VALUE. 


SCARE Adjustable “S” 
Nut Wrenches 





Bemis & Call 


Springfield, Massachusetts 


















Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ls. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog. 


Cc. 8S. OSBORNE & CO., NEWARK; N. J. 
ESTABLISHED 1826 











for every need 
Cambria Fence 
Steel Fence Posts 
Wire—Barbed, Barbless and 
Twisted; Processed, Bright 
and Galvanized 
; Nails—Cement-coated, Bright 
Blued and Galvanised 
Wire Rods Staples 


BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 








“Known as the best” 


RUBBISH BURNER 


Woven from High carbon 
Flat Steel strips 
14%” wide x 18 gauge 


Give your customer a 
chance to buy the best 
Incinerator. 


ogg te Knocked down, 
vidual cartons, 
3rd Class Freight. 


H. B. BORNSIDE 
Monufecturer and Patentece 
Providence, R. I. 
Write for price lists. 














|_ook for the full name 
Russell Jennings 


Auger Bits 


NE 


Russell Jennings Mfg. Co. 
Chester, Conn. 








lo] 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


eee 













The 
The rh 
i Nail 
Stronger Pin 
vith the Write Cannot 
Dome for Fall Out 
Wlange Catalog 






Today! 





SPRING SUGGESTS GRAFFCO 


PUSHPINS AND PICTURE HANGERS 


To brighten rooms and make them tidy—use these efficient little 
devices to hang pictures, mirrors, toilet articles, coat racks, and 
innumerable other things. They profit dealers and please customers. 


GRAFF-UNDERWOOD CO. 326, Washburn Ave. 



















td 
DESIGN FORGED 


SUPER WELL 
QUALITY BALANCED 

















SCREW DRIVERS 
“The Toots in Lhe Plaid Bor 


AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 
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Classified Opportunities 








Classified Advertising Rates 
Opportunity Exchange Section 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 
Hardware Age, ssified Oppor- 








Set Solid, Minimum of 5 lines.... 
Each additional line 


All Capitals, Minimum of 5 lines.. 4. 
Each additional line 80 


Average 10 words to a line 
Allow One Line for Keyed Address 


Samples of merchandise, literature, 


4 insertions, 





catalogs, etc., 
be address 





Discounts for Classified Advertising 
10% ye 8 insertions, 


Remittance Must Accompany Order 


pograring more than ordinary reforwarding postage should not 
to box numbers. 


Cla Op 
tunities, 239 West 39th St., New 
York City 





t) 
15% Harpware AGE is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 














BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








Hardware Business for Sale 


e An opportunity such as knocks at the door only once in a life- 
me. 

Location just near enough to New York to make perfect trade 
conditions. 

In excellent fast growing town drawing from 25,000 population. 

Splendid class trade. 

Store thoroughly modern. 

Established nearly half a century. 

Business, all retail, upward of $150,000 annually. 

Inventory between $40,000 to $50,000. 

This is one of the most thoroughly rooted, best established 
business in the country, and a very big money maker. 

Very good reasons for offering for sale. 


Principals able to finance this unusual 


sapettenty ent only 
such—may apply to Harpware AGg, Box H- 


4, New York City. 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 











FOR SALE—HIGH CLASS HARDWARE BUSINESS on main thor- 
oughfare in New York City. Modern store equipment, reputable lines and 
clients, long lease at low rental, price $70,000. An excellent proposition 
for one or more to secure a real substantial business. Address Box H-926, 
care of Harpware Ace, New York City. 





FOR SALE—NEWLY STOCKED STOVE STORE in a Pennsylvania 
city of over 75,000 population and the only stove store of its kind in the 
city, good reason for selling and is a yond vg tigen f for 2 men to 

into the stove business. Will be sold right for cash. Address Box 

-915, care of Harpware AcE, New York City. 








EXPERIENCED TRAVELING SPECIALTY SALESMAN 
with 20 years’ selling and advertising experience would like position 
with manufacturer of quality article. I have sold to wholesale hard- 
ware, auto, mill, mine, sporting and furniture jobbers, mail order 
houses, railroads, industrial plants, covering the United States and 
Canada, Have studied advertising, taken special sales course, Con- 
vineing talker, clean cut, ambitious, active, good personality. Good 
references. Out for the money. Willing to work to earn it. Ad- 
dress Box H-842, care of Harpware Acp, New York. 











WHITE ENAMELING—We have excess capacity in this department 
of our plant. Can white enamel on contract large quantities of products 
requiring quality white finish. a also finish work on small parts in 
limited number of colors. E. . TITCHENER & CO., 130-136 Walnut 


Street, Binghamton, N. Y 





OLD ESTABLISHED HARDWARE BUSINESS 
in Northeastern Ohio. Will inventory about $16,000. Selling to settle 
an estate. Will be sold right for cash. Address Box H-937, care of 
Harpware Ace, New York City. 


FOR SALE—AN 





FOR SALE—GOOD GROWING HARDWARE AND FURNITURE 
BUSINESS in fast growing New Mexico town, owner retiring. Address 
Box H-938, care of Harpware Ace, New York City. 





and Third Avenue. 
concern. 
or lease. 


CENTRAL BRONX LOCATION near 149th St. 
Suitable wholesale electric supply or hardware or paint supply 
Three story brick building. large corner store and basement. e 
EUGENE J. BUSHER CO., 349 E. 149th St., New York City. 





EXCEPTIONAL OPPORTUNITY TO ACQUIRE FLOURISHING 
hardware b over 50 years and owning lar hardware 
store in Pennsylvania city of 65,000. Selling account of death of principal 
owner. Address Box H-930, care of Harpware Ace, New York City. 


FOR SALE—AN OLD ESTABLISHED HARDWARE BUSINESS 
in thriving central Wisconsin agricultural communit for sale to settle 
estate. No bonus asked for reputation and Fa restige. Investigate. Address 
Box H-897, care of Harnware Ace, New York City. 


FOR SALE—GENERAL STOCK OF HARDWARE together with a 
two story brick building to close an estate or will sell stock or building 
separately. WM. GeMEINER & SON, 1012 Broadway, Lorain, Ohio. 














RARE OPPORTUNITY—Established housefurnishing, light hardware. 
china and toy store, $4,500 lease 5 ren Rent $60, terms to quick 
buyer. Address Box H-925, care of HARDWARE Ace, New York City. 





and paint store for sale, very reasonable. 


noo location. 
EDWARD “CLAIR, 1669 Sheepshead Bay Rd., Brooklyn, N. Y. 








SALESMAN—SIX YEARS EXPERIENCE SELLING heavy hardware, 
wire rope, contractors supplies to hardware builders and marine trade in 
Metropolitan area, New Jersey and New York States, desires sales con- 
nection with nationally known ogg on sales record. Age 28, 
single. Salary and commission preferred. Address Box H-944, care of 
Harpware Acre, New York City. 





EXPERIENCED BUILDERS HARDWARE MAN WITH KNOWL- 
EDGE of blue ‘> wishes to connect with reliable firm. At present in 
business for sel Can furnish best of reference. 14 years general hard- 
ware experience. 29 years of age. Married. Willing to travel. ALBERT 
J]. PRINCE, 507 Lincoln Boulevard, Brooklyn, New York. 





BUILDERS HARDWARE MAN WANTS TO JOIN HARDWARE 
STORE where he can develop builders hardware business; can estimate 
any type of building, department house, office, hotel. Possesses sales and 
executive ability and can determine credit status of a building. Address 
Box H-940, care of Harpware Ace, New York City. 





ASSISTANT MANAGER—Twenty years’ experience in wholesale ie 
retail Hardware. Charge of Office, Accounting, Credits and Collectio 
Assistant Manager in charge of Sales and Purchasing. Desires dane 
where above experience will be of value. Age 40. Reference. Address 
Rox H-918, care of Harpware Acre, New York City. 





HARDWARE MAN WITH TWELVE YEARS’ EXPERIENCE both 
retail and road work with one of the leading jobbers, wants permanent 
connection with retail hardware store, Southern states preferred. Married. 
age 33. Address Box H-936, care of Harpware Ace, New York City. 





GENERAL SALESMANAGER: An pa eh aga eneral salesmanager 
solicits correspondence for a connection preferably with stove or hardware 
specialty manufacturers. Address Box A-7278, care of Harpware Acer, 


Chicago. 





POSITION IN RETAIL HARDWARE STORE DESIRED. Have had 
15 years’ experience in handling builder’s Py remy, housefurnishings. 
aint, etc. Can furnish best of references. ress Box H-943, care of 

ARDWARE Ace, New York City. 
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Classified Opportunities 








SALES ACCOUNTS WANTED 


SALES ACCOUNTS WANTED—Manufacturer’s representative with 
New York office and established trade, many years experience, thoroughly 
familiar with wholesale hardware, housefurnishing, export and syndicate 
store trade, solicit correspondence from progressive and reliable manufac- 
turer of the above or kindred lines for the Metropolitan District. Address 
Box H-931, care of Harpware Ace, New York City. 


SALES REPRESENTATIVES WANTED 

















SALES REPRESENTATIVES WANTED 








A Side Line—You Have Always Wanted!!! 


Wanted—Salesmen in every State, United States and Canada, callin; 


on hardware and sporting goods dealers. You can make $Dollar 


with ease on every dealer you call on in less than five minutes 


interview. An item that speaks for itself and Sells right Now. 
ong a Address Box H-935, care of Harpwarp AGp, 
ew Yor 





MANUFACTURER INTERESTED IN 
MAKING BUSINESS CONNECTION 


with one of the largest general wholesalers in the East 
catering to chain organizations, department, variety and 
general stores. Items particularly interested in hardware, 
housefurnishing specialties and cutlery. Address Box 


H-939, care of HARDWARE AGB, New York City. 




















Salesman Calling on Paint and Hardware Dealers 


can earn liberal commission twelve months of the year 
with our line of Decalcomanias as a side line. We are 


now ready with proposition of unusual merit. Write us 
now for details giving complete history of past experience 
and lines now handled—a few territories still open. 


A. THORNE, 5320 St. Clair Avenue, Cleveland 











Manufacturer operating three factories 


desires additional salesmen with established following among jobbers 
and retailers to sell vises, saws, household tools and utensils and an 
extensive line of electrical floor and bridge lamps, table lamps, etc. 
Commission basis. Open territories will be definitely awarded. Sales- 
men having automobile preferred. Address Box H-S86S8, care of 
HARDWARE AGB, New York. 














COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acz, New York. 


SALESMEN WANTED on commission, for complete line ranges and 
circulating heaters. Price and quality right. Act now. Address Box 





H-932, care of Harpware Ace, New York City. 








EXPERIENCED HARDWARE SALESMEN with established Soiouing 
in Westchester, Putnam, Rockland, Orange, Fairficld, Nassau and Suffol 
Counties, etc., to sell standard lines of builders, shelf hardware and 
tools for a progressive jobbing house featuring price and sérvice. Must 
have a car. State full particulars. Address Box H-912, care of Harp- 
ware Ace, New York City . 





MANUFACTURER HAS SEVERAL TERRITORIES OPEN for 
representation of unquestioned merchandising devices of merit for handling 
and measuring screen cloths, woven wire and kindred materials. No com- 
petition. Will net profitable income as a side line or to a selling agency. 
Address P. O. Box 203, Poughkeepsie, N. Y 


EXPERIENCED SALESMEN TO SELL COMPLETE LINE of 
Hickory and Ash Handles to retail dealers in States of Wisconsin, Illinois, 
Towa, Missouri, South Dakota, Nebraska and Kansas on commission basis. 
State experience, qualifications, territory you cover and lines you are now 
handling. Address Box H-941, care of Harpware Ace, New York City. 





























Are You Looking for 
REAL Sales Representatives? 





The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with. 


It costs little to tell them your story. 








Executive Offices: 





Quality Wood Turnings 
Specialists in all kinds of white birch turnings. 


in all colors with enamel paints, stains and lacquers. 


Our new modern equipped plant will assure you of: 
Prompt Delivery—Quality Turnings—Lowest Price Obtainable. 
Send us samples and sketches for quotations. 


NATIONAL WOOD PROCESS 
NEW BEDFORD, MASS. 


te P 
X 


Mill: Farmington, Me. 


We are also expert finishers 




















Welding Compound is best by every 


test. Makes wel of any steel as 
easy as Iron. St it and increase 
your sales. 

Made only by 


AntTI-Borax Compounp Co. 
Fort Wayne, Ind. 


Plain _ or enameled 


STRATTON ™*".0.i3% 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 

















- 
Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
° 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 








ARMSTRONG BROS. 
Chain Pipe Vises 


Universally known for their lasting qualities 
on stiff jobs. Write for free Catalog show- 
ing the Complete Line of Pipe Tools, 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisce Ave., Chicago, U.S. A. 
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THD ADVERTISHRS INDEX is published as a convenience 


and not as a8 
No allowances will be 


of the advertising contract. 
for errors or failure to insert. 


Brery care 


will be taken to index correctly. 
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N Remington-Rand Co. ......... mee EE OS UNE Ci ica ceviccccces 80 tdacappescag Supply & —_ eine 
Waynoite: Witt Con... sins 50's —- Wood Shovel & Tool Co....... ert 
National Carbon Co........... 4 | Reznor Mfg. Co.............. 58 Wooster Brush Co............ 170 
National Enameling & Stamping Richland Rubber Co.......... as T NERD _ — ieee a 
MUL Caan cn Ou det es ccaneden — | Richards-Wilcox Mfg. Co..... 139 Wright Steel & Wire Co., G. F. 160 
National Lamp Works......... —-| Rixson Co; Obsear C..'....... SE BRUNE. SOO sb roecccede's __ | Wyoming Shovel Wks......... 87-88 
National Lead Co............ 73 | Robertson, Arthur R.......... 162 | Taplin Mfg. Co.........cesese ~ 
National Mfg. Co............. — | Robeson-Rochester Co. ........ — | Timken Roller Bearing Co..... — Y 
National Sign Stencil Co...... — | Rock Island Stove Co......... — | Toledo Metal Wheel Co....... 
New Haven Clock Co......... — | Rodale Mfg. Co....ccccscecee — | Toledo Wheelbarrow Co....... — | Yale & Towne Mfg. Co....... 10 








THE DASH 


(—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 











168 HARDWARE AGE for APRIL 26, 1928 





Crucible 
Tool Steel 
Box Hook 


Counts 


A husky man can tackle 
the heaviest shipping 
case with this crucible 
tool steel box hook and 
pull with all his might, 
yet the handle will nev- 
er come off. 


See that strong steel rod—it ex- 
tends from end to end of the 
handle and is inseparably secured 
to the shank of the box hook. 


THE GREEN LINE 


Includes Punches, 
Box Hooks, Drills, 
Cold Chisels, Screw 
Drivers and many 
other tools. Send for 
Complete catalog. 


THE KILBORN & BISHOP CO. 


New Haven Conn. 
Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8S. Pat. Office 








DOMES / SILENCE 





DOMES of SILENCE 
are Nationally Advertised 


Being nationally advertised and well known 
makes them quick sellers. You're sure of a 
good profit, also. 

Ask your Jobber for Genuine 
Domes of Silence and look for 
the name inside of each dome. 


If your Jobber cannot supply 
you—write us direct. 





We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street, New York City 











Increase Your 
Paint Turnovers 


The quickest and surest way to do this is to 
keep posted on what other dealers are doing. 


One tried and proven way to increase your 
Paint Turnovers is to dress your show windows 
so they will positively TALK PAINT. 


Another plan is to hold a Demonstration Day 
and get the people to your store. Still another 
plan that is very successful is to “follow up” 


every building prospect in your locality. 


All these methods and many others are inter- 
estingly presented in the Special Paint and 
Varnish Issues (the fourth issue of each month), 
in Hardware Age. It will pay you to read the 
articles on Increasing Your Paint Sales in these 


issues. 


HARDWARE AGE 
239 West Thirty-ninth Street, New York 
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This revolving lithographed metal stand displays S.. 
twenty-two nationally advertised Wooster Brushes in Iv 


an eighteen inch space. Out where the customer sees 
them and buys them. Replace with Wooster Brushes \V. 
from your own stock . . . Can’t tip over. 


ey Can’t Tip Over 





: our 
THE BRISTLES CANT come 


WoosTERBRUSHT- 


; 
; 


Displays 
ae 


Brushes 
aker 


To do a BIG Brush Business 


in small space with little capital, 
you need the 


WOOSTER WHIRLWIND DISPLAY! 
ihe atone yale petal THe WoosTeER Brush Co 


designed to fit your locality. gr terrae WoosTE 


Wooster Brush Company 

Wooster, Ohio. 

Send me information on the Wooster Whirlwind deal and name of nearest wholesaler. 

NAME .. % RNY Pee .. 
ADDRESS apy ee Re Heit SR Shey tae ais 
CITY AND STATE ....... 





MY JOBBER IS 





~ RETR ER ee ts cor ey 
RE SR ee Ee Oe tae Pe he aR * S 

















